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COSMETICS SOAPS 


which of these 


Smart 
Strong . 
Stock | pt 


french square 


chesapeake oval 


bottles by Maryland Glass 
is what you need for 


Sales? 


SMART DESIGNS? Yes, and with well 


squat jar 


chosen caps and labels Maryland Glass ee 
cabdine 
bottles and jars look like custom packaging j square 





. .. build those impulse sales. Strong, too. 
Designed to "take it” in machine filling and 
labeling. And because they're stock designs, 
they save you money. A wide variety of styles 
and sizes are always on hand at Maryland 


Glass, ready for immediate shipment. 


SEND FOR SAMPLES. Ask for the Maryland Glass designs shown here by name, 
or tell us the nature of your product and the sizes you sell. We'll send samples and 
prices of appropriate bottles or jars. There’s no obligation . .. write today. 


MARYLAND GLASS CORPORATION, Baltimore 30, Maryland. 


pack to attract in Maryland glass 


modern round 
active design in crystal clear gloss 








Since 1893 a leader among Manufacturers, 


Jmporters and Suppliers of Basic Materials 
for Perfume and Perfume Specialties 
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Plant and Laboratories: Totowa, W. J. 


PHILADELPHIA © ST. LOUIS + LOS ANGELES + ATLANTA 
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MYSORE 
SANDALWOOD OIL 


S ince 1913, when the Mysore Department of 
Industries was instituted, the industrial 
and agricultural development of My- 
sore has gone steadily ahead. Plans to 
develop Mysore’s vast resources will con- 
tinue a record of progress that has earned for My- 


sore its proud title of “The model state of India.” 


One cf the most famous of Mysore’s many prod- 
ucts is Sandalwood—Santalum Album 
(Linné). Obtained from selected My- 
Mysore 


sore heartwood, Genuine 


Sandalwood Oil, distilled at our 
Linden, N. J., plant, is the chosen standard 


of purest quality by all leading Perfumers. 


“J? Ofdefte Silence Piftilfrs’” 


WwW. J. BUSH & CO. 


INCORPORATED 


Essential Oils 


19 WEST 44th STREET, NEW YORK 36, N. Y. 


LINDEN. N.4J. . 


Aromatic Chemicals * 


NATIONAL CITY, CALIFORNIA ° 


Natural Floral Products 
@ MuUrray Hill 7-5712 
WIDNES 


LONDON e MITCHAM e 
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American Distilled Oils 


lyn Factory 


OILS 


CLOVE BALSAM PERU OPOPONAX 
NUTMEG CELERY PIMENTO 
ORRIS LIQUID, Conc. GERANIOL OLIBANUM 
STYRAX CITRONELLOL SANDALWOOD 
CASCARILLA PATCHOULY 


also LINALOOL CITRAL ° EUGENOL ° RHODINOL 


RESIN LIQUID 


OLIBANUM STYRAX 
LABDANUM BALSAM PERU 
OPOPONAX BALSAM TOLU 
ORRIS BENZOIN TONKA 


Essential Oils @ Aromatic Chemicals ¢ Perfume Materic , 


OFFERING ROSE ABSOLUTE 


6 Years of continuous quality service— 
suppliers and manufacturers of— 


Essential Oils + Aromatic Materials - 
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the HLB System 
speeds your 
selection 


The Atlas HLB System saves valuable 
man-hours in the selection of surface 
active agents for your formulas. Tedi- 
ous emulsion trials and formula ad- 
justments can be substantially re- 


duced or eliminated entirely. 


The HLB System assigns numerical 
values both to your solvents and to 
Atlas surfactants . . . enables you to 
select quickly the surfactants that 
work most efficiently in your formulas. 
You can readily determine when to 
use blends of surfactants, what to 


blend, and in what proportions. 


It’s anew kind of yardstick that makes 
it possible for you to predict, instead 


of guess, surfactant performance. 


Technical Help 


Whenever you need emulsifying, wet- 
ting, spreading, or anti-foaming agents, 
Atlas specialists offer you their expert 
assistance in the laboratory or in the 
field. Write or call Atlas today .. . for 


technical service or detailed literature. 


eae aaa 
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POWDER COMPANY 
WILMINGTON 99, DELAWARE 


Cue tee aud 
ATLAS POWDER COMPANY, CANADA, LTD. 
BRANTFORD, CANADA 





INDUSTRY ADVERTISING 
and a T.G.A. SERVICE 


Mopesty in its advertising claims has—fortunately—never been a char- 

acteristic of the toilet goods industry. Its members on the whole have 
always followed the good American industrial pattern of making the best 
product they could devise—and then telling the world that it was just that— 
the best product that could be made for its particular purpose. We believe that 
policy is to be commended and encouraged. 


G However, a pouicy of publicizing your virtues can quite understandably 
lead to excesses. Such excesses had much to do with the passage of the 
Federal Food Drug & Cosmetic Act in 1938, and the Miller-Tydings advertising 
control bill in the same year. Those Acts fortunately have been of inestimable 
benefit to the industry in many ways, even though some minor industry sins 
contributed to their enactment. 


THE RIGHT TO PRAISE your product—to **Tell the World!’’—can, however 

lead to abuses. It is possible to wax over-enthusiastic. Such over-enthusi- 
asm, particularly at this time, may lead to grave consequences. We can destroy 
our industry by claiming too much for its products. 


THAT Is WHY THE TorLetT Goops AssociIATION maintains its copy review 

service, conducted by its Board of Standards. Members—and at times 
others—may submit to the Board advertising and labeling copy in advance of 
publication. The Board, consisting of the T.G.A. Scientific Director, Executive 
Vice-President and General Counsel, reviews it and then approves, suggests, 
changes or rejects it depending upon the capacity of the copy to get its sponsor 
into regulatory trouble. 


IN NOT ONE INSTANCE has a piece of copy which has had T.G.A. Board of 

Standards approval, ever been questioned by F.D.A. or F.T.C., and we 
have been doing this work for more than fifteen years. Think of the headaches 
that record has saved members whose copy has gone through Board of Standards 
hands since 1938! 


THE TOILET GOODS ASSOCIATION, INC. 


9 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


yy) Further advertisements in this series will present to the industry what we feel will be an 


interesting picture of your Association's activities. Please read them and get to know us better. 
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NEROLI SYNTHETIC 


“SCH. & CO.” 


} Terns 20% more effective 
than the finest Neroli Bigarade 


distillate in strength and in odor. 
It does not discolor, and costs but 


a fraction of the genuine oil. 


SCHIMMEL « CO., INC. 


601 WEST 26th STREET, NEW YORK 1, N.Y. 
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MANUFACTURERS: 
Early Response Sensational! 
Write today for samples and prices. 
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n Ue 155 th /\nniversary 


we express to our friends and associates throughout the industry 
. our sincere gratitude to the past 
. our positive hope for the future 


. . and our deep and abiding faith in the final ability of 
mankind to meet with courage, understanding and 
realism the one immortal certainty of life . . . change. 


Jw DODGE & OLCOTT, INC. 


| 
| 
180 Varick Street «+ New York 14, N. Y. | 







* eee adh SALES OFFICES 
Serena ae 
® 


IN PRINCIPAL CITIES 


ESSENTIAL OILS «+ AROMATIC CHEMICALS + PERFUME BASES «+ VANILLA « FLAVOR BASES 


October, 1953 253 


It is by brilliant design as well as imaginative artistry that 


a perfume meets with success in today’s market. 


The master perfume chemists of van Ameringen-Haebler, Inc. 


know markets, know perfumes, and are skilled in the creative arts of 


perfumery. Their guidance can help you design your next success, 


MANUFACTURERS AND CREATORS OF THE FINEST 


' Pe 
° 
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” ameringen - haebler, inc. 


321 west 57th STREET 
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Synfleur 
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Every type and variety of soap, cream, toilet preparation and cosmetic 


Pye 


can benefit from the imaginative and creative skill of the Synfleur labora- 
tory staff. 

Original compositions and perfume specialties of all kinds can be devel- 
oped in the Synfleur laboratories to solve any problem you may have — 
whether in modernization of old products or introduction of new ones. 

Over 63 years of successful experience attest to the skill and efficiency with 


which Synfleur products are created and produced. 


Founded 1889 by Alois Von Isakovics 


Synf leur Scientiric LABORATORIES, ING 


Saker ee MONTICELLO, N. Y. 


ATLANTA « DETROIT « NEW YORK « HAVANA « RIO DE JANEIRO + MEXICO, D. F 
Chicago e« Melbourne e« Burma e« Hong Kong e Bogota -« San Jose 
Ciudad Trujillo e Guayaquil « Guatemala City « Calcutta «+ Wellington 
Managua e« Panama e Asuncion e Manila « San Salvador e« Montevideo 








Factory No. 4, Grasse 
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An entire range of 

floral concretes and absolutes, 
resinoids and 

essential oils. 


We welcome your inquiries on 
any specific product or process. 


Bertrand Fréres’ Lavandin Plantation 





Bertrand Freres, Inc. 


143 FOURTH AVENUE 
NEW YORK 16, N.Y. 





D. F 
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The proof of the product is in the USAGE! 


More than 80% of all lemon oil used in the U. S. is EXCHANGE Brand! An amazing endorsement! 
The reasons are simple. Only carefully selected lemons from the groves of sunny California 
are used to make EXCHANGE Oil of Lemon. This fine fruit, plus skillful processing, 
gives you lemon oil with superior flavor, consistent aroma and clarity with no cloud or sediment. 
For complete satisfaction, just specify ExcHaNncE Oil of Lemon when you order. 






Distributed in the U.S. exclusively by 
Fritzsche Brothers, Inc., 76 Ninth Ave., New York 11, N.Y. 
Dodge & Olcott, Inc., 180 Varick St., New York 14, N.Y. 


a 
Sunkist Growers 
Products Dept., Ontario, California 
Produced by 
Exchange Lemon Products Co. 
Corona, California 
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Why are these two fingerprints 
like DREYER SYNTHETIC SCENTS? 


It’s hard to tell one from the other. It’s often as hard 
to distinguish between a Dreyer Floral Scent and the original 
natural flower odor it so successfully re-creates. 


Dreyer Floral Essences seem to last even longer than the best 
odors Nature produces. They are notably more uniform, too— 
easier and more stable to work with, and plan with. 


Produce quality perfumed lines for less, by using 

Dreyer Essences. Dreyer prices are fairly figured—to keep 
your everyday profits higher. See what Dreyer really can 
save you—send for good-sized samples today. Wat HT 


ita ga 


PR. DREYER Inc. — 





Aromatic Chemicals, Perfume Compounds 
119 WEST 19th 
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lt pays to 2% 


© 


Naturally, this book is a “closed” one. 
Names of the brands of fine cosmetics and 
toiletries made by the Private Brand Divi- 
sion of Avon Products are held in. strict 
confidence. 

But, we can say they're names of greal 
renown . . . and their example is worth 
remembering. 

You, too, can gain the greater volume 
you are seeking on your established toilet- 
ries Ol cosmetics > i ee introduce new ones 
without added plant expense on your part 

. by entrusting your production to Avon, 





) by the book! 


Avon’s position of leadership has been 


gained by the most faithful observance of 


the highest quality standards. Your products 
are assured the expert attention which dis- 
tinguishes Avon’s production of its own 
and other well-established private brands. 
Formula and product assistance of Avon 
specialists is available if you desire. Their 
knowledge and experience include every 
phase of cosmetics and toiletries production, 

Call or write Avon for complete informa- 
tion concerning the production of your own 
brands of toiletries and cosmetics. 


G1074 NC. 


PRIVATE BRAND DIVISION 


30 ROCKEFELLER PLAZA, 


NEW YORK 20, N.Y 


Strategically located laboratories in Suffern, New York +» Pasadena, California « Montreal. Canada 
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BY MAISON G. pENAVARRE, F.A.L.C. 


Preservatives 


As a part of the work I am doing 
in conjunction with my program 
for a graduate degree at Wayne Uni- 
versity, we have had occasion to 
try a lot of different preservatives, 
including a variety of antibiotics. 
Our test organisms were isolated 
from spoiled batches of cosmetics 
that I have collected in my own 
laboratory and from friends, over 
the years. Most of the spoilage in 
the creams and lotions resulted 
from mold rather than bacteria, ex- 
cepting in a few cases of creams 
and lotions near a neutral pH or 
faintly on the acid side. Here spoil- 
age, according to Emil Klarmann, 
can result from the Pseudomonas 
group. 

In summary we have found 
methyl parahydroxybenzoate to be 
exceedingly effective in preventing 
growth of the various molds, yeast 
and isolated bacteria from spoiled 
products with the possible excep- 
tion of the Pseudomonas type men- 
tioned above. They were the only 
ones that were able to propagate 
and propagation was hen on the 
acid side. 

Of course, all this is just skim 
ming over the top of the project 
but I thought it would be interest- 
ing to pass along, for now reader 
Richardson confirms reports made 
in this column before that, emul- 
sions made with nonionic emulsi- 
fiers, tend to spoil, developing a 
smell somewhat like that of sour 
milk. This spoilage is apparently 
due to the Pseudomonas type of or- 
ganism. If the preservative used is 
methyl parahydroxybenzoate, it is 
apparently not strong enough to 
protect the product in a concentra- 
tion of 1:1000. It is possible that a 
higher concentration would be 
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more effective but work reported 
in THE AMERICAN PERFUMER some 
time ago tends to indicate that sev 
eral types of nonionics rendered 
the preservative ineffective. There 
is a lot of work to be done on this 
subject yet. 


Skin Secretion 


Quite a bit of attention is being 
focused on sebum and other secre- 
tion of the skin. It is fairly well 
known that the skin has a certain 
amount of self-sterilizing proper- 
ties. This is just as true of the scalp 
as it is of the balance of the skin. 
More recently, however, a couple 
of publications in the British Medi- 
cal Journal touch on this subject 
further. 

One of the studies by Whitlock 
refers to the cause of dandruff re- 
sulting from the organism Pityro- 
sporum ovale. Vhis author's con- 
clusion is that there is no evidence 
to justify the theory that dandruff 
is caused by the organism men- 
tioned. In fact, the writer suggests 
that the sebum of the scalp itself 
is the principal cause of the dan- 
druff. In this study of 200 scalps, 
the author concludes that the or- 
ganism simply finds a certain flora 
as being best suited to good living. 

This column has previously 
mentioned the work done by oth- 
ers, particularly work reported by 
Butcher wherein he claimed that 
oleates and oils containing traces 
of free oleic acid produce a dryness 
and exfoliation of the skin. 

Flesch has published quite a 
number of articles on the effects of 
unsaturates on hair growth, even 
though his findings on animals do 
not seem to be directly translatable 
to man at this time. Further arti- 





cles have been published on the 
percentage of sebum secreted and 


the approximate composition. 
When more of these data are avail- 
able, we shall have a better under- 
standing of the role played by skin 
secretions, the well being of the 
skin and the effect on the micro- 
bial flora. 


Bottle Capacity Tolerance 


The well-known Pharmaceutical 
Journal published in England, re- 
cently printed a report from the 
Glass Manufacturers Federation fon 
manufacturers’ tolerances in bottle 
capacity. They are as follows: 
Nominal Capacity to the root 
Capacity of the neck 
4-oz. 41/8 oz. 
6-oz. 63/16 fi. oz. 
8-oz. 81/4 fi. oz. 
10-0oz. 105/16 fl. oz. 
12-0z. 125/16 fl. oz. 


Tolerance 
3/32 of a fi. oz. 
1/8 of a fl. oz. 
3/16 of a fl. oz. 
1/4 of a fl. oz. 
1/4 of a fl. oz. 


The Federation points out, and 
rightly, that you cannot use a single 
bottle to determine its capacity. 
One must take the average of a 
number of bottles. 

In this department's experience, 
most bottles require an overfill to 
make them look properly filled. 
The amount varies from 5% to 
20%. This is also true of jars. 
The above figures, however, are an 
interesting table to follow for 
bottles of good grade. 


Essential Oil Fungistats 

Vilanova and Casanovas, writing 
in a recent issue of J. Invest. 
Dermatol., give the tenth of a series 
of reports on the fungicidal and 
fungistatic activity of essential oils 
and their isolates. 

Using a given technique they find 
that at 1:8000 concentration, neroli, 
and linalool are effective against 
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Butane Extracted 
Natural Oils : 
for Perfumery, Soaps e 


and Cosmetics 


PS Ee f , 
a a inh ila ad a 


P. Robertet’s exclusive BUTAFLOR PRocEss is the only practical extraction process of florals 
and oak moss using Butane Gas as the volatile solvent. Extracts essential oils whose fragrance 
is exactly the same as the fragrance of the actual flower. Ask for samples of Jasmin — 


Rose — Oak Moss —Violet Leaf — Orange Flowers. 


Regence er —er 


SO 
(ee . Robertet & Cie, crasse, FRANCE 


New York Office: P. ROBERTET, Inc. © 125 East 23rd Street, New York 10 
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Trich. gypseum at a pH of 5, while 
only oil geranium Palmerosa at 
1:500 is effective against Candida 
103VC, at the same pH. 

Of the isolates, geraniol, eugenol, 
isoeugenol and citral were effective 
against Trich. gpyseum in concen- 
trations of 1:8000 while 1:16,000 
parts citral was all that was re- 
quired. However, against Candida 
103VC citral was far less effective, 
requiring a concentration of 1:500 
at pH 5. 


Lilac Perfume 


Our good friend and contempo- 
rary, Fred Wells, editor of S.P.C., 
wrote a very thought provoking 
editorial in his June issue on the 
subject of lilac perfume. He spoke 
of terpineol as a basis of lilac com- 
positions and quotes a_ formula 
from the long defunct aromatics, by 
Gimonet, wherein no terpineol is 
used. Wells likes to get away from 
standard text book practice and to 
this extent I can't help but agree 
with him. Of course, terpineol is 
freely available in fine quality and 
at low prices which makes it intet 





esting as a raw material but there 
must be other materials which are 
as useful and can compensate for 
the cost by being used in reduced 
amounts. This plea can go much 
further than the lilac odor. It can 
apply as well to similar results in 
Lily of the Valley and many other 
fragrances. 


Higher Fatty Alcohols 


Iwo different new suppliers are 
offering higher fatty alcohols of the 
lauryl and lauryl-cetyl and cetyl- 
stearyl types. It is now just a matter 
of personal choice for one can buy 
fatty alcohols from at least a dozen 
sources, either of domestic or 
foreign manufacture. 

Of course, in buying fatty alco- 
hols, you pay for the sharpness of 
the cut. Some find it very necessary 
to get a specific fraction and, of 
course, they have to pay for special 
processing. While hydroxyl num- 
ber, ester value, acid value, melting 
point and iodine number are all es- 
sential, tricks can be done with 
these values that don’t necessarily 
give you what vou think vou have. 


Questions and Answers 


1032: Thioglycolate Shampoo 


Q. Some friends of ours would like 
to make an anti-kink shampoo. We 
remember reading some informa- 
tion about that type of product con 
taining a small quantity of thiogly 
colic acid. Could you perhaps for 
ward to us an exact formula for that 
shampoo? B.E.C., New York 


A. We always frown upon the use of 
thioglycolic ina sham poo for direct 


application to the scalp. However, 


should such a product still be de 
sired, you will have to work with 
an alkaline shampoo, using eithe 
sodium or ammonium thiogylco 
late, and we would suggest about 
one percent as a Starter. Even so, 
we warn you that users may lind a 
high degree of scalp sensitization 
from such a product. 


1033: Cream Shampoos 


Q. Can you refer me to any recent 
references on the subjects of cream 
shampoos and cream rinses? 

S.S., Texas 
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A. We are enclosing reprints of an 
article on cream sham poos which 
should give you the information 
you require. We refer you to pre 
vious issues of The American Per- 
fumer which you should consult at 
your Main Public Library to com- 
ments in the Question and Answers 
Dept., as well as in the column, 
Desiderata, which refers to formu- 
las for cream hair rinses. The su p- 
plier of the cationic material re- 
ferred to is mailed to you se par- 
ately, 


1034: “Sweating” of Lipsticks 


Q. We are at present trying to put 
on the market a non-smear or in- 
delible lipstick, but have met many 
obstacles, the worst of which is that 
with the raw materials available in 
Japan, the finished lipstick “sweats” 
considerably. 

It would be appreciated very 
much if you could furnish some in- 
formation on how to eliminate this 
“sweating.” The formula we use 
for our lipsticks is as follows: (for- 
mula given). 

The propylene glycol is the raw 


material which makes the lipstick 
“smear-proof,” but if used in per- 
centages of between 10-15%, the 
“sweating” is too great. Under 10%, 
the lipstick “sweats” a little, but 
then the lipstick is not “smear- 
proof.” 

S.F., Japan 


A. Regarding olive oil in your lip- 
stick, in our opinion this adds abso- 
lutely nothing and creates a lot of 
problems. Furthermore, your stick 
is too soft. The olive oil should be 
replaced with castor oil and to this 
you should add some solvent such 
as a nonionic surfactant, replace 
a large portion of the Spermacett, if 
not all, with about 1/3 of its weight 
of lanolin and the balance beeswax. 
We think you will find the result- 
ing formula more stable. 


1035: Liquid Creme Sachet 


Q. I would appreciate it very much 
if you would give me a formula for 
a liquid creme sachet. Thank you 
in advance. 


).E.T., Texas 


1. The following is a formula for 
a liquid cream sachet: 
(Perfume -3-5% 
1 (Mineral Oil -1\4-1% 
(Alcohol -1% 


(Meth. p-Hydroxybenzoate 
0.15% 
B (Sorbitan Monostearate 
0.75% 
(Polyoxyalkylene Sorbitan 
Monostearte 1.25% 
(H.O q 5. 100% 

Bring A to 55°C. Heat B to 60°C. 
Add B in small portions, emulsify- 
ing each part, and so on until all 
is added. Homogenize. 

A great deal of know-how goes 
into such a preparation. You may 
have to work out your own tech- 
nique from the formula, for it va- 
ries in its effectiveness, depending 
on the perfume oil used. You can 
get a thicker product by increasing 
the amount of sorbitan mono- 
stearate. 


1036: Progallin P Supplier 


Q. Last year I sent for one of your 
books by R. Bushby and found it 
very useful in making cosmetics. 
Just now I would like to make 
muscle oil and I need Progallin P 
and cannot get it in Canada. They 
tell me it is not registered. Do you 
think it woula go by another name? 

L.I.I., Canada 


A. We are pleased to advise you 
that Progallin P is also known as 
Propyl Gallate. The names of sup- 
pliers go to you by letter. 
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FLORFAUNAL FA-1296 


A rich floral creation. Will impart 
an agreeable Orris note and warm 


heady character to your perfume. 


FOIN COUPE FA-2373 


A fragrance which recalls the 
sweetness of new mown hay and the 


warm scent of the country in June. 





ROURE-DUPONT, INC. | 


ESSENTIAL OILS, AROMATIC CHEMICALS AND PERFUME BASES 
GENERAL OFFICES 
366 MADISON AVENUE, NEW YORK 17, N. Y. 


CHICAGO BRANCH LOS ANGELES BRANCH 
510 NORTH DEARBORN ST. 5517 SUNSET BOULEVARD, HOLLYWOOD 


SOLE AGENTS IN UNITED STATES AND CANADA FOR 


ROURE-BERTRAND FILS et JUSTIN DUPONT 
GRASSE (A. M.) FRANCE ARGENTEUIL (S. & ©.) FRANCE 
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ears of Cosmetic Progress 





N 1928 many exciting things happened. Mary Pick 


ford cut her hair. Women’s magazines teatured flat 

chested women with long waists and just below the 
knee length dresses. Hats were down over the eyes as 
if women were covering up on something. Bobbed hair 
Was supreme. Vogue had but one brassiere advertise 
ment. Helena Rubinstein opened two beauty salons, 
one in New York and another in Chicago. Arden fea 
tured a chubby, bobbed hair-with-bangs-model, no 
where near the sophisticated type used today. Houbig 
ant had already started telling women how to keep 
skin young. Dorothy Gray was plugging “patient daily 
care” and Strawberry Hand Lotion. Ponds introduced 
both their Skin Freshener and Skin ‘Tissues. Bourjois 
featured Manon Lescaut Make Up, Mum was not yet 
owned by Bristol Myers, nor did Lever own Pepsodent 
or Harriet Hubbard Ayer. Rexall stores were pushing 
Cara Nome as a treatment line. Rolls Royce gave a 
three year guarantee with each car after you had a 100 
mile trial trip—financed without interest. Jergens were 
in the hand lotion and soap business. Albert Bellefon 
taine had a full head of wavy hair. Melloglo Face 


+ Vice-president in charge of manufacturing and research, Cosmetic Lab- 
oratories Inc. Div. of Beauty Counselors Inc. Detroit, 2, Mich 
* Address at the Silver Jubilee Convention of the Toilet Goods Manufac- 
turers Assn., Quebec, Que., Canada, June 27, 19535. 

Data from various sources but chiefly from U. S. Tariff Comm. Report 
and Drug Trade New survey. 


& Essential Oil Review 


{n interesting. informative review of 
the changes in the industry that have 


taken place in the U.S. and Canada 


MAISON G. De NAVARRE? 


Powder was touted as being made by a new “French 
Process”. 

But by 1929, Fashion decreed curves. Piver had al- 
ready started putting sex into perfume advertising with 
such phrases as “tenderness and dreams”, and “luxury 
and daring”. Pinaud had not vet learned that women 
wouldn't buy a water soluble cleansing cream in spite 
of the beautiful green glass jar that held it. The 
McGillivray Brothers represented Yardley and on Au- 
gust 7, 1928 the Association of Licensed Manufacturing 
Perfumers of Canada was formed. Benzyl Acetate was 
$1.15 a pound, Lanolin 18¢. Coty cleared 114 million 
dollars in the U. S. that year. The 34th annual conven- 
tion of the American Manufacturers of Toilet Articles 
was held at Atlantic City with 37 active members and 
85 associate members. 

Prior to 1930, cosmetic companies tended to special- 
ive. Treatment lines stuck to their last. Those special- 
iving in perfume did not spread out. Others majoring 
in one or two items concentrated on them. 

But about the time the T. G. M. A. was organized, 
and particularly after the start of the 1929 depression, 
practically all the companies began branching out. As 
an example, Ponds added a skin tonic and cleansing 
tissues. Houbigant got into skin treatment prepara- 
tions. Coty picked up a treatment line too. LeLong 
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Cosmetics are gradually gaining wider acceptance in a field 
full of taboos against them: the men’s market. 


added powders and lotions. Hudnut put on the Gemey 
and DuBarry lines. Lady Esther, whose four purpose 
cream internationally famous, moved into face 
powder and make-up. Woodbury-Jergens put toilet arti- 
cles into their line. Northam Warren, Lever and Bristol 
Myers expanded their lines by buying other companies. 
Yardley added cosmetics to their soap and perfumes. 
Pinaud, world famous for its quinine hair tonic and 
Lilac Vegetal, decided on face creams. Pepsodent tried 
Junis Face Cream, and so on down the line. 


was 


Brands—Then and Now 


Some of the well known brands of today were well 
entrenched in 1928. Names like Arden, Rubinstein, 
Ponds, Harriet Hubbard Ayer, Mum, Watkins, Givau 
dan, Pepsodent, Verley Dorothy Gray, Mennen, Hud 
nut, Coty Parento, Odor-o-no, Synfleur, Jergens, Hou 
bigant, Fritzsche, Guerlain, Charles of the Ritz, Van 
\meringen-Haebler, Colgate, Neet, Ipana, Lady Esther, 
Norda, Yardley and Hinds Honey and Almond Cream 
Other old 
forgotten in some cases, are Louis Phillippe, Mello-glo, 
Outdoor Girl, Winx, Heine, 
Larkin, Pinaud, Piver, Elcaya, Amorskin, 
Fairystone, Vitaray, Hennaloam, Varday olf Vienna, and 
Rhodia. 

Yes, Max Factor got into 
society cosmetics; but didn’t come to Canada until 1940. 
Remember the entrance of names like Revlon, Tintair, 
Schiaparelli, Familex, Coppertone, Avon, Arrid, Breck, 
Rayve, Stopette, Toni, Faberge, Nair, Westmore, Chen 
Yu, Merle Norman, Maybelline, Skol, 
Stephan, Cream Oil, Halo, 


were well established. names, now almost 


Ambrosia, Armand, 
Morana, 


new names came mm too. 


Lustre Creme, 


Dana, Sofskin, Beauty 
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Counselor, Trushay, Helen 
Imra, Dial Soap and Evyan? 


Neushaeter, Old Spice, 


Sales 


In 1931 there were 658 manufacturers in the U. §, 
who made over $5,000 worth of cosmetics; by 1933 this 
fell to 490 but by 1935 the figure increased to 557 and 
by 1947, the latest date for which figures are available, 


there were 718. 


The T.G.A. reports the tollowing sales: 
1928 355 million 
1932 288 
1952—1,004 
and in 1952, the same source distributed the sales as 


lollows: 


door to door 17% Drug Stores 3414 % 
Supers 14% Dept. Stores 22% 
Variety Chains 814% Miss. q.s. 100% 
During this time Canadian sales in 1947 were 214 


times those of 1935. 


Hair Waving 


The biggest thing that happened to this field was 
cold home waving. Just as in the nail polish field, home 
use increased the market potential tremendously. 

Many are inclined to think of home waving as being 
of recent origin, but it is not. As early as 1933 home 
kits were sold under the brand name ‘“Mollin”. Neisen 
Harris almost alone popularized home waving. The 
“Toni” home wave he developed is known the world 
over. The latest innovation is the no-neutralizer waving 
solution. 


Make-up 


After hair waving, make-up has undergone much 
change and had a great increase in sales. From about 
$35 million in 1929 to $155 million in 1951 is more 
than a four-fold increase in 25 years. 

Back in 1928, Winx was the eye make-up supreme. 
By 1936 Maybelline replaced it. Then Pinaud intro 
duced a cream mascara and now there is again a liquid 
eye make-up. 

‘Twenty-five years ago about one-half of the women 
used lipstick. High school girls had not started using 
it yet. In 1938 black lipstick, soon followed by green 
lipstick, hit the headlines. About this time Revlon tied 
lipstick and nail polish together with high fashion. Less 
than five years ago Hazel Bishop, with a deep stain 
stick, started another new vogue in lipstick. 

Liquid lipstick, best personified by Liptone, in the 
U.S., Lip-Cote in England and LIBUSSA in Germany 
this field. The liquid idea has invaded 
the rouge field too. If one goes back to the days when 


are alone in 


the ‘T’. G. M. A. was founded, dry rouge was universally 
used, but Louis Phillipe, under the brand name, An 
gelus, was doing a lot of leg work on cream rouge. 

All in all, rouge sales are pretty static except that dry 
rouge is being replaced by cream and liquid rouge 
Twenty-five years ago about $2,000,000 worth of rouge 
the three times that 
Dorothy Gray and Elizabeth Arden each had a liquid 
stain type rouge twenty-five years ago. Others probably 
had it But five several houses 
showed a new liquid rouge. John Robert Powers, Aziza 
and Beauty Counselors each offered this new approach 


was sold; today figure is 


too. about years ago, 
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io cheek and face coloring. They were soon followed by 
others. 

While on the subject of make-up, face powder was 
largely the only facial make-up used. Coty, Lady Esther 
and Hudnut were fighting it out for first place in the 
early 30’s. Oh yes, there were the so-called liquid pow 
ders, suspensions of a covering agent in water, and a 
few had make-up foundations. It wasn’t until about 
1940 that a significant innovation was introduced by 
Max Factor, namely, Pancake. This practically killed 
face powder sales for a while. In 1944 I mentioned 
that cake make-up would have to be improved if it 
were to stay, for its high covering power and incon 
venience in use were serious drawbacks, so much so 
that when Westmore’s Overglo came on the market, it 
had a chance for a short flurry. Both were soon supe) 
seded by liquid make-up that had the advantages of 
cake make-up but none of its disadvantages. 

Gelled cake make-up, based on fatty esters like iso 
propyl myristate, solidified by carnauba wax, have en 
joyed a limited, but continued sale. 

Then came compact or pressed powder, introduced 
by Ponds as “Angel Face”. 
der compressed into a handy purse-size cake that applies 


This is essentially face pow 


like face powder. While the exposition of the idea is 
new, related compact powders were known and made 
for years, but were not popular. They all had draw- 
backs. Pressed powder isn’t as easy to make as it sounds. 

Nail polish, another make-up and style accessory, has 
seen notable changes too. In 1928 only the clear polish 
was on the market. Cutex was tops in the field. Tint 
had been added about 1924. But the present day so 
called creamy polishes did not appear until the early 
1930's. Revlon too came into the picture in the 1930's, 
with LaCross joining about the same time. Duragloss 
arrived in 1938 and Neushaefer in 1946. The rest you 
know. Oddly enough, there have been few significant 


A memorable toilet water trio of yesteryear: Palmer's 
Toilet Water; Palmer's Lilly of the Valley; and Palmer's 


Lilac Sweets. 
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changes in nail polish in almost forty years. For, about 
1916, nitro-cellulose was first introduced into nailpolish. 
Chis was a significant novelty. There was little change 
until the 1930’s when cream-type polishes came in. 
There has been nothing new since. 


intiperspirants and Deodorants 


In 1928 the only antiperspirant was a liquid—a solu- 
tion of aluminum chloride in water. Northam Warren 
1929. The were of the 
deodorant type, only, consisting of from 10-20% zinc 
oxide, with or without an antiseptic, in a petrolatum 
base. Mum was bought by Bristol Myers in 1933. The 
first antiperspirant cream came on the market about 
1934. It was a vanishing cream buffered to prevent rot- 
ting of fabric, sold under the trade name of Arrid. 

Deodorant creams remain pretty much as they were. 
Now we stress deodorant colognes, based principally on 
hexachlorophene, bithiodol and potentially D.C.M.X. 
Earlier deodorant colognes depended on formal-dehyde 
for their effectiveness. In the last several years, the aero- 


bought Odor-o-no in creams 


sol antiperspirant—deodorant, utilizing aluminum sul- 
focarbolate and hexachlorophene as active ingredients, 
has come on the market. About the same time, the 
liquid antiperspirant, long a minor item, was given 
modern form and dress in a polyethylene squeeze bot- 
tle. As a result, liquid antiperspirants are rising in total 
sales of the antiperspirant market. 


Dentrifices 


look back 25 years, Salt, Milk of Magnesia, 
lodides and Pepsin were all made into tooth paste, with 
precipitated chalk as a polishing agent. Of these special 
ingredients, Milk of Magnesia continues to figure as an 
effective dentifrice with anti-caries potential. During 
1928 Pepsodent claimed to “curdle and loosen film on 
teeth safely”. First big development was the synthetic 


It we 
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detergent lor dentilrice use, publicized as rium, About 
the same time, both di- and tricalcium phosphates were 
developed and found to have some advantages over cal- 
cium carbonate. While glycerite of starch was the early 
universal vehicle, it gave way to synthetic or extracted 
gums such as the alginates, Irish moss extracts and 
cellulose derivatives. Glycerin was slowly being re- 
placed in whole or in part, by sorbitol syrup or propy- 
lene glycol or both. 

For a while there was a flurry in powdered dentifrices 
but today they account for not over 1, of the market. 
Powdered dentifrices got a shot in the arm with the 
amimoniated-urea type tooth powder, but now it is 
chlorophyll tooth paste with or without ammonia. 
loothpaste is still king. The whole dentifrice market 
in the U 
around 


S. is about 120 million dollars, compared to 
33 million in 1929. 


Depilatories 


In this class of cosmetics two different types ol prod 
ucts were popular 25 years ago. One was Zip, a wax- 
rosin type that was melted, applied to skin enmeshing 
the hair. When cold, the product was ripped off, hain 
and all. Zip advertised “it is off because it is out’. Also 
popular, was the calcium sulfhydrate type exemplified 
by the new Neet cream depilatory, introduced in 1928. 
ihe depilatory market, about 114 million dollars 25 
9 today. 
Vhere are practically no more sulfide depilatories—but 
reducing compounds are still the active ingredients. 
Poday it is calcium thioglycolate in a true cream form, 


vears ago, is only 214 million dollars in the U. S. 


although the rosin type is now sold in soft semiplastic 

or emulsified form, still applied to the skin, but now 

covered with cloth or cellophane, then ripped off. 
While numerous 


other types have been patented 





Baker's Tonic, a hair preparation largely distributed in the South- 
west, has survived over a quarter of a century, according to manu- 
facturer Hal Collins Co. of Dallas, Tex. 
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throughout the world, the thioglycolate is the principal 
type of depilatory sold today. 


Hormone and Vitamin Creams 


The hormone cream of 25 years ago was not the 
product it is today. The earliest product in this classi 
ucation was Amor Skin, selling at $16.50 and $25.00, 
soon followed by Rubinstein’s Twin Hormone Creams. 
Amor Skin was claimed to be made from extracts ol 
smooth skin animals and long lived turtles. Othe 
products that followed contained either turtle oil, ex 
iracts of, or the powdered dessicated glands, such as 
pituitary, thyroid or ovary. The main problem with 
these creams was the dithculty of overcoming the odor 
ol the gland extract and preserving them. ‘Today one 
should not completely by-pass the basis upon which 
these glandular extracts were used. Our present day 
hormone creams, based on the purified estrogenic hor 
mone of 10,000 1.U. potency per ounce, are already 
being challenged as skin youthifiers by horse serums 
and combinations of them with other physiologically 
active substances. 

As for Vitaminized Cosmetics, Vitamin D was the first 
to be incorporated, later followed by the unstable 
Vitamin A. Although rather heavily promoted at the 
time, the idea did not take, partly because claims mad 
lor the products would not be accepted by governmen 
tal agencies. Then came a wild couple of years with 
the so-called Vitamin F, a mixture of essential un 
saturates. This too has fallen by the wayside. 

A period of use of the B-complex components, cal 
cium pantothenate and paraminobenzoic acid (PABA) 
for hair coloring via the blood stream was based on the 
effect of both compounds on the color of hair of mice. 

Now it is Vitamin B,, as a possible ingredient of han 
and scalp tonics, for the purpose of overcoming schort 
boeic dermatitis. 


Shampoos 


In 1928, the only shampoos available were based on 
soap. The market for these was about $6 million which 
dropped to about $1 million by 1935. In 1949 it was 
about $74 million and by 1951 the market was esti 
mated at $95 million, quite a remarkable growth. 

Synthetic detergents and heavy promotion played an 
important role in this increase lor now it was possible 
to wash hair clean even in hard water areas which com 
prise most of Canada and the United States. In 1934, 
one. survey shows the following order: Castile Soap, 
Watkins, Packers, Ivory Soap and Fitch occupied the 
first five positions. By 1951 the order changed to the 
following: Halo first, Drene second. From there on it 
depends on the survey. Breck, Lustre Cream, Hudnut, 
Prell, Wildroot and Woodbury are all listed. 

Cream shampoo was mentioned in the cosmetic liter 
ature about 1937 and came into being about 1940 in 
the U. S. by a Dayton, Ohio company under the name, 
Vita Fluff. It was based on a sodium alkyl sulfate paste. 
But it took Toni, Rayve and Lustre Cream to put the 
cream shampoo business ‘“‘on the road”, where it is now. 
The first important U. S. synthetic detergent shampoo 
was Drene, which held the field as a monopoly for 
several years. Then came Halo. Today it has replaced 
Drene in the number one position in the U. S. Both 
products are made from patented materials. 
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All this time Breck quietly spread from exclusive 
Beauty Shop use to drug and department store sales 
and today it is a real factor in the shampoo business, 
with different shampoos for each of the three different 
kinds of hair. 

Most recent is the liquid cream shampoo. Those 
tested by our laboratory do not give the lather obtained 
from the other types. A couple of years ago Powers and 
Barnett published the results of their study of sham- 
poos, based on a certain laboratory test. Their findings 
are that the leading shampoos on the market are poo 
detergents. Unfortunately, the consumer judges a sham 
poo by the lather produced in use. So, until some com- 
pany educates the public to use a different shampoo, 
it is doubtful if poor lathering, but good detergency, 
will ever become important factors in the shampoo 
business. 


Other Hair Products 


Che whole field of hair preparations, back in 1929, 
was about 1/10, or less, of the 350 million estimated 
lor 1951. This includes shampoo, tonics, dressings, wav 
ing preparations, but not including the 55 million in 
home wave kits. 

Most notable among the remaining hair prepara 
tions not yet discussed are the hair dressings. You may 
remember that Kremel was introduced in the early 
1930's and Bryl Cream came to the U. S. in 1939. 
Cream Oil came in 1942 so that by 1944, when T. G. 
M. A, last met in Quebec, Wildroot was already spend- 
ing a couple of million dollars in advertising. At that 
convention I mentioned that emulsified hair dressings 
are here to stay. This was so true that the leader prion 
to the war, Vitalis, was forced into making a cream 
hair dressing too. 

\t one point it seemed like making an emulsified 
hair dressing needed glyceryl monostearate, later cera 
emulsificans, then lanolin absorption bases or lanolin 
alcohols and finally sorbitol or mannitol oleates. Now 
an emulsified hair dressing can be either of the oil-in 
water or water-in-oil type, so there are no restrictions 
on emulsifier choice today. It has now developed that 
hair, like skin, requires moistening for best condition. 
hat may be the reason why cream hair dressings are 
so popular. 

When we come to so-called hair tonics, there is no 
thing significant to report. The causes of baldness are 
proving to be as complicated as the cure. In a special 
conference held by the New York Academy of Sciences 
on “The Growth, Replacement and Types of Hair,” 
many learned speakers discussed the subject. But the 
growth of hair on bald pates was as elusive as ever. 

Meanwhile, a special hair growth hormone has been 
discussed by Roberts, while industry has, in turn, in 
troduced estrogen containing scalp preparations. Flesch 
found that he could cause hair to fall out of the skin 
of rabbits by the application of various unsaturated 
compounds such as oleates, Vitamin A and even human 
skin sebum. This is not directly applicable to man but 
may be an indicator of the complexity of baldness in 
humans. 

Only a brief resumé of hair dyeing is given for there 
is NO new progress to report other than the large scale 
program of popularizing hair dyeing among consumers 
initiated by Tintair. In 1929 the hair dye business con 
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This package would have been difficult to visualize in 1928. 


sisted of 3.3 million, while by 1951 it was almost 12 
million, a sizable increase but not particularly phe 


nomenal. 


Today’s Problems 


\ lot has to be done to get full use out of radioactive 
\lready, skin penetration and 
antiperspirancy have found radioactivity a useful tool. 


isotopes in cosmetics. 


\erosols, the latest form of cosmetic vehicle (about 
25 million cans sold in 1952), continue to be tried. The 
acrosol is an expensive form of any cosmetic. Much has 
has to be done to prevent corrosion, leakage and valve 
failure. Stull more needs to be done on styling of cans 
and on the cost of the finished unit. Wheaton’s new 
glass container shows some promise. 

\llergy becomes a bigger bogey as the use of cosmetics 
expands. Perhaps the percent of allergic cases is no 
greater but numerically there are more. Manufacturers 
liability in allergic cases requires clarification, for it is 
hard to see how one can hold a cosmetic manufacture) 
responsible for individual reactions, which may basic- 
ally be due to emotional, nervous, drug treatment o1 
digestive disturbances. 

Chlorophyll may be the greatest promotional flop on 
most exciting novelty in vears but unless the basic re- 
search required is completed, it could easily have shot 
its bolt. 
many skeptical uses. There is a need for standardization 
of material, test methods and assay. 

A new vexing problem is poking its ugly head out at 
us in the form of inactivation of preservatives by non- 
emulsifiers. 


There are many indications of value and as 


ion 
discussed in the trade and scientific literature. Unless 
something can be done about it, 


This subject has been only briefly 


non-ionic emulsifiers 
may find themselves dropped from the array of avail- 
able safe raw materials for cosmetic use. 
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Finally, I would urge each of you in the Toilet Goods 
Manufacturers’ Association, to do your share of pulling 
at the oar. We are all in the cosmetic boat together. 
Let’s have no bickering about how your home wave 
causes hair to drop out of the head but mine doesn’t; 
that another's cosmetics are made with cheap scents but 
my perfumes are the expensive good stuff; that I don’t 
have hormones in my cosmetics in 1945 or 1946 because 
I implied they were dangerous but today I find it ex- 
pedient, good business and suddenly safe. Let’s remem- 
ber a littke more of the golden rule. 

These offenses against good taste and fair play, by the 
way, have been made by respected members of the 
industry. 

Yours is the oldest active organized trade association 
of the cosmetic industry in North America. Your golden 
anniversary will be the proof that you know how to 
get together and solve your mutual problems. I hope 
to attend that meeting with you. 


Test of Point of Purchase Display 


(ee test of good point of purchase display is not how 
cute or pretty it be, but whether it will sell 
goods. Some years ago we installed, in a drug store win- 
dow, a beautiful lithographed display of a soap product 
featuring a gorgeous blonde with beautifully flowing 
tresses and school-girl complexion. A record of sales 
was kept during the life of the display. Some time late1 
the same location was used for a similar period, but 
in this installation we used a plain card, lacking illus- 
tration, and merely setting forth the name of the soap 
and price. The last display sold better than twice as 
much merchandise as the first. 

Pre-testing of displays is an excellent way to deter- 
mine the value of certain displays over others. Select 
test stores in different locations, but with similar poten- 
tials, to determine which displays will sell more goods. 
Testing will take the guesswork out of many display 
problems. 
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“If we could only seil men our mascara, we'd double 
our business . . ."’ 
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Everyone agrees that mechanical displays are superio) 
to those lacking motion. Nevertheless, a test conducted 
in independent drug outlets, proved that the motion 
display was a waste of the extra cost involved becaus« 
the dealers just simply did not keep the displays 
plugged in. 

Some types of retail outlets appreciate mechanical 
displays, although they cost the dealer something by 
way of the electric current to operate them, while other 
retailers are too penny wise to keep the displays 
plugged in. 

We have tested many displays in the windows of H. 
E. Shaw Co. at the Statler Office Bldg. in Boston, and 
have come up with some interesting case histories prov 
ing the value of advertising at the point of purchase. 
A recent window display of a 4-in-1 combination screw 
driver sold 739 units in one week’s time. A window dis 
play of the new Scope cigaret holder sold 47 holders in 
one day. 

Richard C. Pinney, president and treasurer of H. E. 
Shaw Co., is a staunch believer in point of purchase ad 
vertising. On Nov. 2, 1949, he had the Pinkerton Ag- 
ency clock a window display we had installed for him 
featuring a mechanical laughing man advertising Ron 
son lighters. 

Two checkers were used to keep a constant watch 
over this window between 8 a.m. and 10 p.m. Their 
report shows that 7,270 people passed this window dui 
ing the day and that 4,110 stopped or hesitated and 
registered interest, amusement, and laughter over this 
mechanical man’s movements. 

People look at window displays. Window shopping is 
The smart advertise 
should do his best to capitalize on this basic urge and 


one of our national pastimes. 


make it work for him on those brands he seeks to push. 

Point of purchase is the only medium of advertising 
that can be measured in terms of sales. This is a fact 
because there is no time lapse between the advertising 
impression and the act of purchase. Furthermore, im 
pulse buying is possible only at point of purchase. 
While the uses of point of purchase advertising are 
many and varied, its principal function is to move mer- 
chandise from retail stores into the hands of consumers. 

A recent display test, in several large drug stores, of 
nationally brands 
brands showed that displayed products of unadvertised 


advertised against unadvertised 
brands outsold nationally advertised brands which were 
not displayed—proving that display at the point of pun 


chase is the answer to moving goods.—Julius Teich. 


A good salesman can’t be selfish. He has to learn to 
get along with other people, to develop qualities of 
leadership and powers of imagination, and to be in 
good physical condition, because “a salesman’s life is 
not an easy life. He has to keep his mind on edge and 
his character on the level.”—Charles T. Lipscomb, Jr. 


One important way to avoid out-of-stock conditions 
in drug stores is for manufacturers’ representatives to 
visit the stores . . . look for impending stock shortages 

. and call them to the management’s attention before 
they become serious.—Otto Norton. 
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Goes to Europe 





Random observations from the diary of an authority on cosmetics, 


F.V. Wells’, F.C. 


NDISPENSABLE to the 
Art Buchwald’s “Paris 
with the 


American visitor to Paris 
\fter Dark,” published by 
New York Herald-Tribune. 
Somewhere or other in its eighty kaleidoscopic pages 
vou can find out where to eat, what to drink, how and 
where to find 


arrangement 


some amusing relaxation and, best ol 


all, how to accommodate yourself to the unfamiliar 
surroundings. Salted with a little Rabelaisian wit and 
spiced with just enough of the fashionable Uhurbe 


humour, it’s a handy guide and a memorv-evoking 
souvenir. 

I sometimes wish | could write like Frankie Chilson. 
Whether you approve of his ripe anecdotes or bluster 
ing pleasantries is beside the point: he loves to get 
around, loves to tell evervone about it, and somehow 
or other his story telling gets you. (When he complains 
that he found touring Europe a bore you can forget 
it, because it's quite obvious from his published ob 
servations that he didn’t.) Anyway, I’m no Chilson, so 
will make my comments as brief and matter-ol-lact: as 


possible. 


Congress of Aesthetics and Dermatology 


The major business of my most recent trip to 
France was to attend the 7th International Congress 
of Aesthetics and Dermatology. ‘This was held in one 
of the innumerable salons of the vast Cité des Congrés, 
a collection of semi-permanent exhibition buildings 
situated towards the southwest outskirts of Paris. This 


particular Congress was by far the most ambitious and 


> Editor, Soap, Prefumery & Cosmetics, London 
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S.. M. R. 1. who recently visited France and Holland 


lavishly devised gathering of its kind that has eve 
been staged outside the United States. French perfum- 
there with German 
English chemists, Italian 
Swedish Dutch research work- 


ers, and a fair sprinkling of progressive cosmetic manu- 


dermatolo- 
professort, 


ers rubbed shoulders 


ists, cosmetic 
Swiss and beauticians, 
facturers from various parts of Europe. 

Concurrently with the VIle Congrés International 
several other meetings were held in different parts of 
this Exhibition City. They ranged from the important 
26th International Industrial Chemistry 


and the European Conference of Technical Chemistry 


Congress ol 


to more specialised gatherings interested in corrosion 
problems, oils and fats, surface-active agents and syn- 
I felt, 
many of these meetings overlapped. I was compelled, 


thetic perfumes. It was rather a pity, that so 
for example, to miss Hugo Janistyn’s talk on “The 
Behaviour of Chlorophyll Derivatives in Tooth Pastes,” 
heat Guastalla outline recent 
\dsorption.” 


in order to Professor 


work on the “Laws of 


Outstanding Papers Presented 


Outstanding among the papers presented at the Con- 
veress were Dr. R. Renaux’s talk on the “Possibilities of 
Rejuvenation”; Dr. R. Maurin’s Extracts”; 
Jean d’Estrées’ lightning sketch-illustrated exposition 
of “Make-Up Adapted to the Individual Face”; E. 
Bourdet on “Modern Lipsticks”; Marcel Contier on 
“Capillary Cosmetics”; E. Mahler on “Flow Properties 
of Milks”; Drs. Schmid Neurnbergk, who 
dealt separately with different aspects of plastic sur- 
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A corner of one of Dr. N. G. Payot's laboratories at Bois-Colombes. Dr. Payot is a woman doctor whose Germinale prepara- 


tions have won her considerable renown on the Continent. She emphasises skin health and 


as the only sure way to facial beauty. 


gery. Other stimulating papers were presented by Jack 
Pickthall, Dr. L. Ivanovszky, Pierre Vélon, Jean 
Morelle, P. Rovesti, Mme. E. Rovesti, Dr. Horst 
Gohlke, Fernand Aubry, L. Lambergeon and S. Sabetavy. 


Maison de Navarre Missed 


We all Maison G. de Navarre, who like 
myself had been elected a President by the organizing 
committee. We hoped that he would be able to come, 
right up to the last minute. Nevertheless, we realized 
that, even in these days of air transport, Detroit is 
still a long, long way from Le Bourget. So we are all 
hoping to see you next time, Ed. 

Paris is rather like Piccadilly: so long as you stick 
around, you’re sure to meet most of your friends there, 
sooner or later. On this occasion I met Dr. L. Iva- 
novszky, D.Sc., F.R.1.C., M.I. Chem. E., F. Inst. Pet. 
(and so on)—probably Britain’s foremost authority on 
the waxes. I had written to him, at his home in Wales, 
at intervals over 


missed 


two or three years, but it remained 
for the Congress to bring us together in person, I also 
met there, for the first time, Alfred Wagner (authority 
on the Aldehydes), Hugo Janistyn, Dr. Emma Fenaroli 
(shrewd, kindly and knowledgeable editor of the Rivista 
Italiana delle Essenve e Profumi), and M. Dony (secre- 
tary of the Société Belge de Cosmétologie.) Then, of 
course, there was the pleasure of meeting many old 
friends: Dr. Sabetay, Marcel Gattefossé and René Col- 
son, for example, all of whom devote some of thei 
time to producing an excellent trio of French perfum- 
ery journals. 


Americans in Paris 


Though Rome bids fair these days to oust Paris as 
the headquarters of American tourists in Europe, there 
are still many who remain incurably addicted to the 
capital of France. One such is post-war expatriate 
Harrison Elliott, charming and affable publicity man, 
whom I met for the second time in his office at 20 
Place de la Madeleine, right in the heart of the city. 
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Harrison Elliott is too modest to let you know that 
his were the brains behind many of the important 
fashion developments in France during the past seven 
vears—but it’s true, all the same. Ask Dior, Jacques 
Fath, Balenciaga. In the same building is 
S.P.C2s writer on beauty fashions and European cos 


Desses or 


metics, Jane Barry. From shoes to hats, from make-up 
to costumes, and from petticoats to perfumes—there is 
lithe indeed that escapes the attention of such dedi- 
cated and indefatigable spirits as Elliott and Barry. 
There’s a story for Colliers or the Saturday Evening 
Post in the fashion-promoting activities of Harrison 
Elliott, who decided after the war to adapt American 
publicity ideas to Parisian requirements. 


Art of the French 


The French have an undoubted genius for infusing 
ordinary, everyday affairs with colour, imagination and 
apt comment. From the Street of the Fishing Cat it is 
no great distance to the Rue St. Jacques, where | 
noted two shops romantically styled Le ‘Temps Re 
trouve (Time Regained—from the great work by Marcel 
Proust) and Au Roman de la Rose. Where else in the 
world could one hope to find such living testimony 
to artistic traditions? Certainly not in 
take it, New York. 


London or, | 


Living and Eating 


From Le Bourget Aerodrome one travels by coach 
to the Gare des Invalides. From there I took a taxi to 
one of the big, luxury hotels near the Etoile and the 
\rc de Triomphe—but one week at the 5000 francs 
per day level was enough for me. I am not easily im 
pressed by flunkeydom and false servility sold at high 
figures. Also, | don’t much care for the highest class 
of hotel, which is practically identical, soulless, and 
international (in the worst sense), whether one en 
counters it in Paris, Rome, London, Madrid or Am 
sterdam. So I packed my bags and moved to a_plea- 
sant little hotel in the Boulevard St. Michel, where 1 
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was charged slightly more for a week than the first 
hotel had charged me for a day. To know one’s way 
about the city and to understand at least something 
of the language are probably essential, however, to the 
effecting of such economies. I was fortunate, too, in 
being accompanied by Dr. Raphael Matalon, my co- 
delegate to the Congress elected by the Society of Cos 
metic Chemists of Great Britain. Dr. Matalon took his 
first degree at Lyon 
Knowing Paris like the 
introduced me 
restaurants that you won't find in the guide book 


and his second at 
back of his 
to several inexpensive but 


Cambridge. 
own hand, he 
excellent 
One 
night, for example, three of us dined at the Restaurant 
de la Falaise, near the Gare de Montparnasse, and had 
about a dozen dishes between us for the 
2280 francs. This included the 


Pernods, a half-bottle ol Graves, | 


total sum ol 
drinks: 5 


\rmaenac, 


following 
? Com 
treaux and 3 bottles of Perrier watcr! Yet some visitors 


complain about the incredible cost of living in Franc 


Displays of Cosmetics 


\mong the shop displays ol cosmetics we particu 
larly 


\rden’s world-famous wares were also well to the for 


noted the prominence of Lancome. Elizabeth 


and, in the Place Vendome, we noticed a commendably 
artistic Yardley display (much more ellective, if T may 
express the opinion, than some ol their current ellorts 
in London.) French women seem to be much less keen 
on polythene bottle packs than the British: judging 
by some of the more unsightly plastic bottles, I'm not 
surprised. 


needed in this field, 


\ completely new packaging approach. is 


I was particularly impressed by the general décor 


and arrangement of the salon and laboratories ol 


Marcel Contier in the Rue Fortuny. M. Contier is one 


of the most promising of the vounger generation ol 


“cosmetic impresarios” in France: he is also a promi- 
nent member of the Société Francaise de Cosmétologie. 


Pocket-size Technical Books 


What Do You Know, or rather “Que Sais-Je?” This 
is the tithe of a most interesting and comprehensive 
series of popular science and technical books, pocket 
sive, written by acknowledged authorities and pub- 
lished by Presses Universitaires de France, Boulevard 
St.-Germain, Paris. I warmly follow- 
ing three texts to readers with a sufficient command of 
the language: “Les Hormones”, by Pierre Rey, Dr. és 
Se., 1951; “La Peau”, by Paul Blum, M.D., of the St.- 
Lazare and St.-Denis hospitals, 1953; and “Le Sang”, by 
Prof. Louis Van den Berghe, 1948. 


recommend the 


1 Genuine Cosmopolitan 


Eddie de Navarre complained to me, some months 
ago, that | was losing my cosmopolitan look and be- 
coming more English in appearance. The truth is that 
I'm getting older, fatter and more harmless. However, 
| was delighted to have a Frenchman ask me the way 
to the Rue du Banquier as I strolled one evening 
along the Boulevard de Montparnasse, and still more 
amused when anothes Lone 


champ, in French of course, if the second race had 


gentleman asked me at 
been run. So [’m not doine so badly, eh Ed? 


Travels in Holland 


I have been invited twice to 


three 


Holland during the 
This speaks eloquently for Dutch 
hospitalitv: to say more would be an embarrassment 
on both 


putst years. 


“Don’t go to 


> 


\ccording to Chilson, 
Venice. If vou want canals eo to Holland. The canals 
stink.” Verv true. He “The 


sides. 


do not adds: Dutch are 


Roof-garden at Elizabeth Arden's Place Vendome salons, where exercises and certain treatments are car- 
ried out in Summer, and where the clientele may relax after more active treatment. 
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clean, stolid and solid’’—but this is only two-thirds true. 
The Dutch neithe nor taciturn. In- 
deed, the Dutch professional or business man (not for 


are stolid, dow 
getting his charming wife) is apt to be more cosmopoll- 
tan than his French counterpart and certainly not less 
lively. The Dutch are good linguists. They appreciate 
good food and varied conversation. Many of them that 
we had the privilege of meeting—in 
the Hague, Zaandam, Naarden, Hilversum, Bussum, 
Rhenen and were extremely 
well read, cultured people, fond of hard work and 
equally fond of convivial relaxation. This is written 
not to flatter the Dutch but to undermine a popula 
fallacy. Holland is an ideal vacation centre tor people 
who want to travel but are fluent only in English. 


Amsterdam, 


various seaside resorts 


\t the Paris Congress | was able to renew acquaint- 
ance with Dr. M. G. J]. Beets (Polak & Schwarz) and 
\. H. Ruys (Naarden). Both of these chief chemists 
read papers at the Symposium on Synthetic Perfumes. 
Previously I had met them in their respective factory 
laboratories at Hilversum and Naarden. 
pert linguists. 


Both are ex- 





Raphael Matalon, Ing. Dr., Ph.D. 


Another variation on this persistent Paris-Amsterdam 
theme occurred in the celebrated Vijff Vlieghen (Five 
Flies) restaurant, where my friends and I made the 
acquaintance of two charming American ladies, Mrs 
Janet Moody from New York and Mrs. Fay Hunt from 
Wyoming, who had come from Paris, where they are 
stationed with their U.S.A.F. husbands, to enjoy a briel 
trip to the Netherlands. Cosmetic the 
who were most attractive representatives of American 
womanhood, used Revlon lipstick, very litthe make-up 
and had a preference (dare | mention it?) for French 
perfumes. 


note: ladies, 


New “‘Nardenised” Essential Oils 


Practically all have heard of the new “Nardenised” 
essential oils. The talk given by Mr. Ruys at the Sym- 
pesium undoubtedly aroused further interest in this 
novel range of perfumery materials, which have some- 
thing yf common with té absolutes and represent a 
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fresh outlook on the problems of cleaning-up and de- 
terpenating the natural oils. 

During my visit to Zaandam and Hilversum I made 
the acquaintance of several star perfumers at the Poiak 
& Schwarz establishments, including Mr. C. Faber, 
whose “Muguet Fabré” won him first prize in an inte1 
national perfumery competition in 1937, (Another ma- 
jor prizewinner, by the way, was Mr. Albin Wilko, c/o 
the Felton Chemical Co., for his “Valley Lil’.) Muguet 
Fabré contained per cent of the now well. 
known P. & S. Speciality, Muguet Longchamp, as well 
as 14 per cent of phenylethyl dimenthylethyl carbinol. 
On the flavors side, 1 was particularly impressed with 
the same firm’s William pear, banana and gooseberry 
flavors the technical 
Moll. 


some 20 


and by brilliance of such flavoi 


artists as Mr. J. 


Cosmetic Fashions in Holland 


I have written elsewhere olf the many-odored Dutch 
tulips, which Jack Pickthall and I investigated in the 
colourful tulip gardens of the Keukenhof, at Lisse, and 
Flora at Heemstede. A detailed account of our findings, 
linking each perfumed tulip with what we conside 
to be its type of odour, is being published in the 1954 
edition of the Royal Horticultural Society's “Daffodil 
and Tulip Year Book.” Regretlully omitting any de 
tailed reference to the excellent meals that | had at 
the Bali and Lido restaurants in Amsterdam, and at 
the picturesque Koetshuis at Rhenen, I can hardly 
conclude without some mention of the current cosmetic 
fashions in Holland. First of all, one is bound to note 
the multiplicity of Dutch hair lotions, all of which 
optimistically aim at biological effect. In the fashion- 
able Kalverstraat, certainly one of the smartest and 
most compact shopping centres in Europe, I noticed 
a distinct preference for American and French prod 
ucts. Guerlain’s ‘“Mitsouko”, “Liu” and “L’Heure 
Bleue” perfumes were well to the fore. Other prepara 
tions noted were those of Helena Rubinstein, Dorothy 
Gray, Elizabeth Arden, Max Factor, Revlon, Houbi- 
gant and Coty. 





Dr. Sebastien Sabetay 
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C. Faber, creator of Muguet Fabre, is one of the leading per- 

fumers atiached to Polak & Schwarz, Zaandam and Hilversum, 

Holland. He is a man of keen o factory perception, wiih a vivid 

“odour imagination’, enabling him to use a remarkably wide 
range of raw materials to maximum effect. 


Talking to a Parade 


+ circus comes back every season: same old stuff 
same clowns, same animals, same ballyhoo you saw 
when you were a kid. True enough; but since last year, 
when our faithful standby shuffled through the streets, 
2,000,000 Americans have arrived on the scene—2,000, 
000 more people who have never seen an elephant. 

And in that same interval, a million boys have 
reached the girl-crazy stage and started shaving the fuzz 
off their chins for the benefit of another million young 
women who have suddenly become acutely clothes-and 
cosmetic-conscious. 

(nother 2,000,000 folks have up and married—started 
new homes, bought new furniture, new linens, tools, 
toys, household appliances. Yesterday they “weren't in- 
terested.” ‘Today they are. Tomorrow other people 
will be. 

That’s why Old Faithful moves along serenely con- 
hdent that among every bored group of people who 
say, “That's just an elephant,” a host of eager voices 
will shout, “Oh—that’s an elephant!” 

We suppose this could be expanded into a political 
analogy, too; but for our non-partisan purpose we're 
content simply to reiterate the point that when you're 
advertising a product you're not talking to a grand 
stand, but to a parade new faces, new buyers, con 
stantly on the move.—Footnotes. 


Subtlety is the art of saying what you think and get 
ting out of range before it is understood.—The Item. 


Compromise is a deal in which two people get what 
neither of them wanted.—Gasport. 
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Chlorophyll Held An Excellent 


Contact Deodorant 


\V TER soluble and oil soluble chlorophyll products 

are excellent contact deodorants, according to Dr. 
Louis Barail, consulting biochemist and toxicologist of 
New York, speaking at the recent meeting of the Ameri- 
can Pharmaceutical Assn. in Salt Lake City, Utah. 

He reported the following findings from investiga- 
tions he conducted in the laboratory and in the field 
on preparations containing chlorophyll derivatives to 
determine their efficiency as local deodorants: 

The active ingredients were of various kinds, colors 
and concentrations. The product tested included tooth 
pasties, mouth washes, candies, chewing gum, soaps, 
shampoos, surgical solutions, bath towels, diapers, toilet 
tissues, feminine hygiene products and air deodorizers. 
\ll preducts were compared with similar formulae used 
as controls or with placebos. 

Dr. Barail classified these products in 5 groups: 

1) Those which are applied locally and deodorize by 
contact. 

2) Those which are taken by mouth and deodorize by 
contact. 

3) Those that are taken by mouth for the purpose of 
deodorizing locally without contact. 

1) ‘Toilet goods deodorizing by contact. 

5) Air deodorants. 

According to Dr. Barail, three years of active research 
have established the following facts which are sub- 
stantiated by hundreds of laboratory and field tests 
conducted with the new Barail Osmagraph: 

1) Water soluble and oil soluble chlorophyll products 
are excellent contact deodorants. 

2) Their deodorizing value is directly proportional to 
their concentration and varies with each of them. 

3) Products containing sufficient amounts of these 
chlorophyll preparations are excellent contact de- 
odorants, such are: tooth pastes, mouth washes, sur- 
gical lotions, candies, chewing gum, colognes, co- 
logne sticks, cooling lotions, soaps, shampoos and 
tablets for enteritis and colostomy patients. This also 
applies to towels, diapers, tissues, feminine hygiene 
products, babies’ underwear and bath slippers when 
properly treated, and to air deodorizers. 

Dr. Barail added that he did not find any conclusive 
evidence of the systemic deodorizing efficiency of chloro- 
phyll tablets or capsules against odors of breath, under- 
arm perspiration, nor foot odor, body odor or menstrual 


odor. 


Every horse race illustrates a very simple but impor- 
tant point in business: That it pays to get out in front, 
and stay there. Also that when you get out in front 
your competitors will have to run a lot faster than you 
do in order to catch up.—R. O. Eastman. 


Ihe most extensive advertising campaign embracing 
the most expensive art, the most compelling and pow- 
erful copywriting and the most elaborate direct by mail 
pieces fades into comparative usefulness if the conclud- 
ing and final words of the individual sale are not ex- 


October, 1953 275 














pressed with knowledge and authority by a salesman 
who has gained the confidence of the customer.—Eugene 
Ackerman. 


“Try before You Buy” 


a I Merle 
sales The house, offspring of Nethercutt 


Labs., offers a complete home complexion treatment 


is the keynote ol Norman’s cosmetics’ 


ellorts. 


line, as well as a men’s products series. 

The firm uses every possible means to keep its name 
belore the public, using studios throughout the coun- 
try—and some outside—each offering tree demonstra- 
tions. 

The most dramatic expression of this public con- 
sciousness is a magnificent new 70,000 square foot plant 
in Los Angeles. Surrounded by California shrubbery, 
and built along ultra-modern lines, it is located on a 
live-acre tract at the Bellanca Avenue and 
Arbor Vitae Street. 

The building boasts a lobby and showroom, a sales 


corner ol 


and demonstration studio, and a classroom where vis- 
iting students receive instruction. 

sclieving that goodwill starts at home, the facilities 
lor employees include every possible modern conven- 
ience, including a cafeteria and outdoor patios. 

The building is fairly equally divided between ad 
ministration offices, warehousing and manufacturing. 
Its location is strategic: adjacent to the International 
\irport and on a railroad siding of the Southern Pacific 
Railroad, thus permitting quick air freight and _ rail 
shipments. Furthermore, the plant boasts special facili- 
ties for cross country truck loading. 

Last, but not least, no one could possibly pass by the 
imposing structure without noticing it, turning it into 
a veritable three-dimensional advertisement for Merle 
Norman cosmetics. 


@— 





A front section of the new Merle Norman Los Angeles 
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Suggestions for Management 


TH HE following interesting suggestions were made by 

H. K. McCann in an address to employes of the big 
business of which he is chairman: 

|. Never do anything yourself that you can get som 
one else to do. The more things that someone else does 
for you, the more time and energy you have to do those 
things which no one else can do lor you. 

2. Never hate anybody. Hatred is a useless expendi 
ture of mental and nervous energy. Revenge costs much 
of energy and gains nothing. 

3. Do good to your friend to keep him, and to you 
enemy to make him your friend. 

1. It is far more important to learn what not to do 
than what to do. You can learn this lesson in two ways 

-the first of which is by your own mistakes; the second 
is by observing the mistakes of others. Any man who 
learns all the things he ought not to do cannot help 
doing the things he ought to do. 

5. A man can do anything he wants to do in this 
world, at least if he wants to do it badly enough, if he 
has the will to succeed. 

6. There are two cardinal sins in the economic world: 
One is giving something for nothing, and the other is 
getting something for nothing; and the greater sin ol 
these is getting something for nothing, o1 


do so. 


trying to 


7. It is far easier to make a profit on a very small 
capital invested in any business than it is to make the 
same proportion of profit on a large capital. Large op 
erations breed extravagance and bureaucracy. 

8. One of the most sublime things in the world is 
plain truth. 

%. The hardest labor of all labor performed by man 
is that of thinking. Train your mind to hard thinking 
and you are on your way to accomplish whatever you 


desire. 
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EDWARD SAGARIN: 


Cosmetic 


Buying Behavior 


of American Women 


HIS is the era of surveys. .\s politicians study the 

Gallup polls and as Kinsey becomes a household 

word throughout America, no businessman dares 
to launch a new product without taking, in his own 
limited way, the pulsebeat of a cross-section of the 
country. He seeks to determine how many simila 
products have been sold during recent years, how many 
will be purchased in time to come, why some people 
did buy and why others did not, and how many more 
units might have been sold had the product been a lew 
cents cheaper. He test-markets to find out whether a 
blue package will make a better appeal than a red one 
His questions are limitless and they can be answered 
if at all—we repeat, if al all only by a consume) 
survey. 

Surveys of buying habits, so far as a particular com 
modity or group of commodities might be concerned, 
generally fall into two categories: those that investigate 
past or present buying habits, and those that seek to 
anticipate the future. ‘The importance of the former is 
obvious, for only by understanding that the future is 
an uninterrupted continuation of the past can we take 
planning out of the realm of crystal-gazing and give it 
a scientific foundation. 


{dvantages and Shortcomings of Surveys 


Studies of consumer buying habits of cosmetics have 
been conducted quite regularly by various publications, 
sometimes among their own readers, and at othe 
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“4 critical analysis of the exploratory survey 


conducted for The Toilet Goods Association 


times in a given area or market. Survevs of this nature 
present numerous advantages and disadvantages. Then 
shortcomings, so far as we can determine, are twofold: 
first, the readers of the magazine constitute an unrepre 
sentative sample of the buying population as a whole: 
second, the survey-takers are prejudiced in favor of 
finding that these readers constitute avid users of the 
various toiletries. If such statistics resulting from ques 
tionnaires, oral and written, were read and understood 
as indicating nothing more than the buying habits of 
the readers of a given publication, then the first objec 
tion would be disposed of without more ado. However, 
if the magazine surveys were confined in their meaning 
to the readership of a given publication, then they 
would have little significance save for the advertising 
managers of that magazine and the account executives 
of a few agencies. 


T.G.A. Sponsored Survey 


Bearing in mind that the billion-dollar toiletries in- 
dustry had never made a study of the cosmetic buying 
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American female (or male either, for 
that matter) , the Toilet Goods Association, through the 
efforts of the National Family Opinion, Inc., sponsored 
such a survey earlier this year, and made known the 
most salient facts concerning it, first at the T.G.A. con- 
vention in New York last May, and later in the Pro 
ceedings of that convention. 


habits of the 


Urges Study of Findings 


The present summary of the findings of the T.G.A. 
survey is not meant to replace a perusal of the original, 
which should certainly be scrutinized in the most min- 
ute detail by marketing and merchandising men, by ag 
ency executives and even by those engaged in the devel- 
opment of new products. 


Statistics Confusing 


\t the outset, it should be pointed out that although 
1500 families were consulted, there were 2224 individ 
uals who completed the interview, with more than one 
person filling out questionnaires in a single family. In 
the form in which was made available, 
the statistics are rather confusing. Perhaps it might 
have been preferable to study the buying behavior ol 
lamilies, not of individuals. For example, in the very 
first table presented by National Family Opinion, it 
is found that 81.0°, of the respondents personally buy 
toothpastes and tooth powders, 48.2% lipsticks, 32.5% 
home permanents, and so on. Obviously, more than 
18.29%, of the women use lipsticks, and probably more 
than 81.0% of the families use dentifrices. If the total 
buying habits of the entire family were correlated, 
it might show that in about 98°, of the homes someone 
is purchasing lipsticks and dentifrices. Exactly what 
importance to attach to the lower figures is difficult for 
this reader to determine. However, there is a_ later 
which indicates that the women outnumbered 
the men in the sample by about two to one, and it is 
possible to 


the material 


table 


salvage something by reworking the 


statistics. 


Drug Stores Lead as Sales Outlets 


The place of purchase plays an important role in 
marketing plans, and the study brings out some inter- 
esting facts and figures, particularly inasmuch as this 
is information that is quite reliable when obtained by 
a mail questionnaire. ‘The drug store remains in the 
lead, having a greater percentage of the business than 
any other outlet in every instance and for every product 
except nail enamel and removers, in which the variety 
store outdistances the corner apothecary. Even in per- 
fumes and other fragrance products, the drug store 
was chosen by more people than the department store, 
although it is quite possible that the total dollar vol 
ume in the latter would be greater than in the former. 
Furthermore, this entire question of place of purchase 
is interrelated with the size of the city and the type of 
facilities therein. 


Supermarkets and House to House Sales 


Where do the supermarkets fit into the cosmetic 
picture? They are mentioned by some 20.1% of the 
respondents as the place where dentifrices are bought, 
by 17.3% as the source for shampoos, and by lesser 
numbers for other products, Although house to house 
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sales never exceeded 20.69% for any single item (make 
up bases), it played a not inconsiderable role in every 
item under study, excepting home permanents. 
The people being surveyed were asked to name thei 
preferred place for purchasing cosmetics, and a pre: 
ponderant majority chose the drug store. However, 
when it came to the “second in importance” choice, 
there was a scattering among supermarkets, varicty 
stores, department stores, and even some interest in 
the men and women who knock upon the doors. The 
reasons given for preferring the outlet named are 
varied and worthy of careful consideration: more com- 
plete selection, brands liked, best quality, best service, 
location, price, charge account, and others. Some peo 
ple indicated that they had changed their outlets for 
various purchases, gave the nature of the switch and 
the reasons for such, but the number of those replying 
small that it would be misleading to mak« 
generalizations. Fon 128 people indicated 
that they had changed their place of purchase for 
creams and lotions, but while Il people went from 
drug store to department store (and five of them be 
cause of convenience), there were five others who re 


was so 
example, 


versed this, dropping the department store in favor 
of the drug store and all of them likewise gave con 
venience as the Now, from even 1] 
people who have switched for one product, it would 
The only thing 
one can search for is a trend, and if this is present at 
all, it is that house to house canvassing and super 
markets they have 
gained, but even this is said with emphasis on the 
paucity of the sample. 

The table devoted to size is probably one that was 
filled out with the greatest of doubt in the minds ol 
many users. Even as one goes to the dresser or to the 
medicine chest to verify the answers, it is difficult for 
the average consumer to state the number of ounces 
in a nail enamel or whether the lipstick is large, 
medium, or small. As a result, a large minority of the 
respondents failed to answer the question, and manu- 
facturers will have to study the remaining replies in 
relationship to their knowledge not only of the relative 
demands for their own various sizes, but also of the 
demand for competitive products. 


reason. five o1 


be folly to draw serious conclusions. 


have lost fewer customers than 


Trend to Larger Packages 


As an overall picture, the data on size preferences 
show a tendency on the part of these consumers to 
prefer the larger packages, excepting for perfumes and 
other fragrance products. That this is to a large extent 
an accurate reflection of the economic conditions pre 
vailing in the United States seems obvious. At a time 
when the housewife or homemaker is not squeezed 
for the last penny in her effort to pay the landlord o1 
grocer, she is liable to spend a few extra cents for what is 
called—and accurately so—the economy size. 

How much is usually paid by the consumer for the 
package purchased? From one-sixth to one-third of the 
respondents failed to reply to this question, due mainly 
to doubt, memory failure, or mistrust of one’s own recol 
lection. Most buyers stated that they paid less than 30 
cents for nail enamels and removers; while one-third o1 
more buyers replied that they paid over a dollar fon 
each purchase that they have been making of shampoos, 
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alter-shave preparations, talcum or dusting powder, pet 
fume, cologne, toilet water, bath preparations (other 
than soap), hand lotion or cream, lipstick, and othet 
products, 


Replies that Tax One’s Credulity 


lo those who have followed the cosmetic industry 
with care, some of these replies must tax one’s credulity. 
ake lipsticks, for example. Only 21.4%, admit that they 
state that 
cannot report on the price, and 60.4°7 claim to pay be- 


and The few remaining are in 


usually pay less than one dollar, 16.1% they 


tween one dollar two. 
the upward of two dollars class. 

When one turns to the next set of statistics and dis 
units that the 
purchase a year, this information on price takes on 


covers the number of buyer claims to 
added significance. One out of every five buyers of sham 
poo finds is necesary to purchase that product ten times 
or more per year. However, only a negligible numbei 
that they buy a majority 


preter the largest size. When it is realized that very few 


indicated a small size, and 
admit that they pay less than 49 cents per unit, it can be 
seen that this sample represents people who claim to be 
spending most of their time and money emulating Mary 
\lartin. 

lo return to the lipstick figure, the average person 
answering the query indicated a purchase of about 
three lipsticks a year, and at the rate at which these lip 
sticks were paid for, as mentioned above, it would pro 
vide a per capita adult female expenditure of between 
three and five dollars a year on tinting the lips. Even the 
more conservative figure would lead to some two hun 
dred million dollars in lipstick business per year, which 
figure is out of line when compared with other available 
information, 


Caution in Accepting Age Statistics 


\nother highlight of the survey deals with the age 
at which the buyers started to use a particular product. 
Many women were introduced to some or all cosmetics 
before the age of 15, and most cosmetics that were 
destined to be used at all were employed before the age 
of 25, An exception is the home permanent, presumably 
because it was not known when grandma was a girl. 
Nevertheless, we would caution against a hasty inter 
pretation of this information, for we believe that the 
youth of today is being indoctrinated in the use of 
cosmetics at an earlier age than is revealed in this study, 
lor many of the older respondents did not begin to use 
makeup and other products in their teens or even 
twenties because of the moral sanctions then prevailing. 
Very few of the young women of today—fewer, indeed, 
than their mothers and their great-aunts—will await the 
age of 45 to use a bath preparation or a “wicked” per 
lume for the first time. 

Ihe people replying to this questionnaire came from 
various geographic areas of the United States, from rural 
and urban communities, cities of all sizes, from families 
with incomes ranging from less than two thousand dol 
lars per year up. Breakdown by geographic area failed 
to uncover a single instance of striking dissimilarity 
in the buying habits from one part of the country to 
another. 

Of all the material brought together in a compact and 
lact-packed study, we were most skeptical of the replies 
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dealing with the types of advertising that influences a 
purchaser. There were 38.7' they 
were untouched by any and all advertising, immune to 


~ who claimed that 


one type of appeal as well as to another. Of those who 
confess that they come under the influence of advertis 
ing, the most important medium mentioned was the 
magazine field, followed by television, radio, and news- 
paper, in that order. Only a few were willing to admit 
that they made their purchases because of displays in 
stores. 

The above is a summary, sometimes critical, sometimes 
factual, of the survey. It would be unfair to close these 
comments without a word on the study as a whole. The 
working out of a practical, valuable questionnaire was a 
herculean job, and the marshaling of the data even 
more so. This task was complicated by the nature of the 
cosmetics industry, subdivided as it is into a score of 
individual products, some of which are not too clearly 
defined in the public mind, and in each product one 
encounters literally scores of brands, trade names, sizes, 
price ranges, and several different types of outlets. The 
1.G.A. survey was exploratory, was handled not only 
with imagination but with courage, and succeeded in 
gathering data where no one had dared to enter with cal- 
culating machine before. The facts were presented in an 
objective and unbiassed manner. 

That the sample may not have been completely indic 
ative of the purchasing behavior of the American con- 
sumer as a whole is indicated here and there. That the 
respondents may have exaggerated at times, o1 allowed 
memory and imagination to play havoc at others, does 
not contradict the fact that this is the best available 
material thus far obtained. To arrive at the truth, it 
must be balanced with all other data, using govern- 
mental, industrial, and private sources. It will be useful 
if this study is not used to replace but merely to supple- 
ment material available elsewhere. 

And now, after all of these solemn percentages to 
the first decimal point, let us conclude with a light 
note of our own. Two statements gleaned from these 
tables baffle this reader. Of those who found house to 
house their first choice as outlet, 17.4% gave as thei 
reason that it carries “more complete selection’! (The 
Avon and Fuller representatives must be using elephants 
to carry those sample kits) . And, while on another page 
we were quite willing to accept the statements of hun- 
dreds of women that they buy the shaving soaps, shav- 
ing creams, and after-shave preparations for their hus- 
bands, we were a little nonplussed at the reverse side 
of the coin, when 28 males asserted that they are the 
ones who buy the lipsticks. Indeed, there are still some 
patriarchal vestiges in the American family life! 


There are one-story intellects, two-story intellects, and 
three-story intellects with skylights. All fact collectors, 
who have no aim beyond their facts, are one-story men. 
I'wo-story men compare, reason, generalize, using the 
labors of the fact collectors as well as their own. Three- 
story men idealize, imagine, predict; their best illumi- 
nation comes from above, through the skylight.—Oliver 
Wendell Holmes. 


Ihe only thing that isn’t hard to get these days is 


confused. 
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Another Feather In Our Cap. . - 


the Sampler! 


Both our readers and advertisers are delighted with The American Perfumer’s exciting 
new merchandising idea—the SAMPLER. 


It answers our readers’ long-felt need for a simple method of obtaining sample 
compounds and specialties in practical, economical quantities for research 
and product development. Published monthly as a special section, it is 


useful as a handy reference file of available products and supply sources. 


And our advertisers welcome this low-cost opportunity to alert their customers 
and prospects to new and established products. 


The SAMPLER is another example of The American Perfumer’s service 
to the cosmetic and allied fields. Like all our features and articles, 

it stems from our editors’ constant awareness of readers’ needs and 
interests. And this results in specialized and balanced editorial 

content which attracts management, production, sales, and 


advertising executives, and creators of cosmetic items. 


How the SAMPLER works 


each unit ad, standardized in size, describes a single 
product or specialty 


Dual-Use coupon enables readers to order samples or 
more information by key-number system 


advertiser decides on nominal price for each sample; 
no give-aways 


and E § — NTEAEL O ' a. — VEE W 


COSMETICS . SOAPS . FLAVORS 


48 West 38th Street, New York 18, N. Y. 
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Tie-in promotion began with Cutex nail polish and Cutex lipstick, 


Merchandized 


Cutex Products 


Eight related items tied in for promotion 


that resulted in big upsurge of sales 


ROGER BARTON* 


in- 


cluded six other items for good grooming. Most cosmetic tie-ins are “high 
fashion,"’ are successful in department stores but have limited appeal else- 


where. Mathes broadened Cutex promotion to produce sales volume 
drug, grocery, and syndicate stores 


I will be interesting to see whether this Fall’s cos 

metic promotions produce any as successful as the 

Red Hot ‘n Blue related-item promotion that the J. 
M. Mathes agency managed for Northam Warren Corp. 
last year. Cosmetic promotions olten display advertising 
ingenuity and effective merchandising tactics, and the 
“Strike Me Pink” promotion that Mathes put on for the 
same client the year belore was in this tradition. But 
the Red Hot ‘n Blue promotion was unusual for othet 
reasons besides. 

In the first place, the idea was to tie in the Northam 
Warren products, Cutex nail polish and Cutex lipstick, 
with six other items that a woman needs to be well 
groomed. Cosmetic promotions generally are of the so 
called high-fashion variety, where a new lipstick shade 
is tied in for sales purposes with a fabric of the same 
shade, a pocketbook, or some other clothing accessory. 
lie-ins of this kind are successful in department stores, 
but have limited popular appeal. 

Ihe plan that Mathes developed for its client was to 
broaden the sales appeal, so that the products could be 
sold in volume in drug, grocery, and syndicate stores, 
such as Woolworth and Kress. Aim was to sell Cutex 
naik polish and lipstick in conjunction with the prod 
ucts of other manufacturers that also help a woman to 
maintain beauty of hair, skin, eyes, and smile. 

Mathes representatives led by their merchandising 


Editor, Advertising Agency Mawazin 
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department head, Tom McCauley, and account group 
head, Harvey Rohde, went to five manufacturers and 
presented their idea; they received enthusiastic support. 
Ihe products selected for the promotion and _ their 
manufacturers were: Prell Shampoo and Lilt Home 
Permanent Wave (Procter & Gamble); Chlorodent 
Toothpaste (Lever Bros.) ; Pacquin’s Silk "N Satin Lo- 
tion (Pacquin’s, Inc.); Lady Esther Face Cream (Lady 
ksther, Ltd.); Maybelline Mascara (The Maybelline 
Co.). 


Theme of Promotion 


The theme of the promotion was developed at 
Mathes by first determining six months in advance the 
shade of lipstick and nail polish to be promoted. It was 
decided that red would go best with the Fall fashions, 
that make-up for the Fall of 1952 should be rich, warm, 
and red, with a slight claret cast. The agency knew that 
blue-reds are best-selling for lip and nail cosmetics. A 
shade was created and discussed with fashion editors 
and fabric manufacturers. Their approval having been 
received, the color was christened Red Hot ’n Blue. 
and that became the name of the promotion. The slo- 
gan adopted was “For ‘That Beautiful American Look.” 

The next job was to design a basic display unit to 
take the eight products of the six manufacturers. This 
unit is seen in the photograph. The two upper shelves 
of the display were devoted to the Cutex products, nail 
polish and lipstick. The lower part of the display was 
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given over to the other products that were tied in with 
Cutex. The counter display was made available to 
stores as part of a deal whereby they got a dozen bottles 
of Red Hot ’N Blue nail polish for $2 and a dozen lip- 
sticks for $4.72. The other related products were sup 
plied from the stores’ own stock. 

The promotion was taken up by 66 per cent of the 
syndicate stores, 40 per cent of the drug stores, and 25 
per cent of the self-service grocery stores handling cos- 
metics and beauty aids. Ninety per cent of the first two 
classifications of stores had these various cosmetic items 
in stock, so it was feasible for them to participate. 
There was not the same distribution of the items in the 
grocery stores because cosmetics are unfamiliar items for 
many of them to carry. However, this new interest in 
Cutex by grocery outlets was especially appreciated by 
Northam Warren because the grocery field represented 
practically virgin sales territory. 

The stores were given not only the display unit, but 
other supporting advertising materials, including win- 
dow posters, shelf and table displays, and streamers. Six 
chain-wide bulletins were sent out by the syndicate 
stores to their managers and other direct mail was used. 
Northam Warren representatives spoke to groups ol 
wholesalers’ salesmen. And some $250,000 was spent fon 
publication advertising and point of sale material, most 
of it paid by Northam Warren. The advertisements 
showed the display unit and explained the offer. This 
advertising appeared in the October and November is- 
sues of 14 magazines of mass circulation. 


Results Achieved 


The Mathes agency determined to keep a careful 
check on this experiment. It had Fact Finders audit 
the basic inventories of the eight products and the 
clerks’ records of sales for October, the month before 
the promotion, in 41 stores in New York, Chicago, At- 
lanta, and Los Angeles. Then careful records of sales 
were kept for November, the month of the promotion, 
and for December, the post-promotion month. 

The average number of 
unit sales for all the products in the 41 stores in Octo- 
ber was 237. In November, sales soared to 717 items, an 
increase of 203 per cent. And in the post-promotional 
month of December sales were still at 565 items, an in- 
crease of 138 per cent over the base period of October. 

Details of Cutex Red Hot ’N Blue sales are of partic- 

ular interest: 


Results were spectacular. 


UNIT SALES 
Item October November Decembe) 
Cutex RHB lipstick 10 14] 102 
Other Cutex lipsticks 23 99 37 
Cutex RHB nail polish 18 113 140 
Other Cutex nail polishes 90 115 52 


The related items of other manufacturers also showed 
good post-promotional sales. 


lo pay well is not being generous. It is enlightened 
selfishness. The well-to-do men and women who want to 
take in more and more and give out less and less are the 
real enemies of capitalism.—Bruce Barton. 


He who does not believe in others finds they do not 
believe in him.—Laotze. 
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CUTEX 





Counter display rack was specially designed for the Red Hot 'N 

Blue promotion. Two upper shelves were given to the two Cutex 

products, and the lower section was devoted to the six other 

non-competitive products that tied in: Chlorodent Toothpaste; Lady 

Esther Four Purpose Cream; Lilt Home Permanent; Maybelline Eye 

Make-up; Pacquin's Silk ‘N Satin Lotion; and Prell Radiant 
Shampoo. 


Help the Wholesaler 


F you want to get sales support from the wholesale 
salesman, give him sales support. Make his job easie 
give him a proper presentation of the product and 
the why and wherefore of its selling—but boil it down 
to a minimum of bulk and conversation; above all give 
him a “starter’—a “gimmick” to break the surface with 
to arouse curiosity and interest. 

Bear in mind this point of great importance: In the 
days ahead, as retail selling becomes more and more 
competitive, the wholesale salesman is going to have to 
give more and more time to educating a new genera 
tion of retail storekeepers and clerks in general retailing 
practices. A very high percentage of present day retail 
clerks know mighty little about competitive retail sell 
ing and service. ‘To educate them is going to be every 
body’s job—on both sides of the counter.—Callaway As 


sociates. 


The man who gets the most out of othe 


broad policies and reasonable rules and regulations and 


allows others to use their gilts and talents and energy 
and initiative within liberal limits.—R. L. Evans. 
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men is 
usually the man who lays down sound principles and 
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Houbigaont perfume and toilet water duo 


HOUBIGANT pairs Chantilly pet 
fume, in French flacon with black 
moire case, and toilet water in a 
lace-motif package at $3.50. It is 
also available in Quelques Fleurs 
fragrance. Another Houbigant of 
fering is Swivelstick perfume in a 
case that works like a lipstick, in a 
Christmas tree package, at $1.50. 


PEPSODENT has announced that the 
Morning Mouth campaign ton 
Chlorodent toothpaste will offer 
anti-enzyme protection on the basis 
of laboratory tests. No new ingredi 
ents have been added. 


REVLON enthusiastically acclaims its 
Love-Pat as a delicious puft-on 
make-up, a heavenly blend of foun 
dation and face powder, in eight 
wonderfully flattering shades at 
$1.25 each. 


HELENA RUBINSTEIN introduces its 
new redhead fashion color, Copper 
Leal, described as a russet red fired 
with gold. It comes in Color-Tint 
Rinses, in a $1, eight-capsule box, 
in Stay-Long lipstick at $1.10 and 
in Stay-Lustre lipstick, especially 
for dry lips, at $1.50; matching nail 
polish is 60 cents. 


DERMETICS presents Pink Dress, a 


new Hand and Body Lotion with 
deodorant properties. It is pack 
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aged with inverted sloping pink 
cap, and a rosebud at the neck ol 
the bottle, with ceramically fired 
gold tront label. It retails for $l. A 
countel display unit holds six bot 
tles. 


WARNER-HUDNUT is market-testing a 
new type of razor using a 40-inch 
strip ol sharpened steel as blade. 
Equal in length to about 32 ordi- 
nary blades, the strip is wound on a 
reel inside the razor, and the cutting 
edge is changed by turning a ratch- 
et. The razor retails for $5; refills 
are $1.25. 


HAZEL BisHOoP ollers an assortment 


of 1 dozen Jeweled Lipsticks in a 





Jeweled lipstick display 


display which shows the lipsticks in 
front, and holds individual golden 
gift boxes in the rear. Retailing 
lor 52, they contain the $1.10 size 
cl No-Smear Lipstick. The lipsticks 
will be promoted on three network 
television shows, and through mag 


azine and newspaper advertise 
ments trom November 15 to De 
cember 25. 


COLGATE-PALMOLIVE Co. ollers a 
Green (plush) Baby Kitten for 50 
cents and three regular or two bath 
size wrappers of its Palmolive Soap. 
\lso available to those who obtain 
the Baby Kitten is the Baby’s 
Mother Cat, a larger cat, for $1 and 


iy One and PROMOTIONS 


three regular or two bath-size Pal 
molive Soap wrappers. 


WRISLE fOILETRIES are 
featuring a special on their Fou 
Season Lotion, two regular $1 size 
bottles, plus one dispenser, together 
in a display carton, for $1.50. 


SOAPS AND 


GUEST PAC CorP., which has distrib 
uted sample toiletry assortments in 
hotels, colleges, and hospitals, is in 
troducing a new package, Sky 
Guest Pac, which Trans World Air- 
lines presents to all passengers on 
its delux coast-to-coast Ambassadot 
flight. Participating manufacturers 
pay a $300 fee for inclusion of thei 
products in the kit, with distribu- 
tion to 7000 passengers guaranteed. 
Plans for extension of the opera 
tions to other airlines are said to be 
in progress. 


GIFT PAX, INC. has extended its sam- 
pling operations to reach the travel 
industry. Its new Travel-Pax will 
be distributed to guests free ol 
charge by hotels, airlines, and by 
travel agents throughout the U. S., 
Central and South America. A lug 
vage type package, it contains 10 to 
2 nationally advertised items such 
's toothpaste. shaving cream, razo1 
blades, cologne, antiseptic, etc. Cost 
to the hotels is about 20 cents pet 
unit. Each package is individually 
imprinted for each hotel, and may 





Travel-Pax sample package 


be tailor-made for individual estab 
lishments. More than 250 hotels 
and two airlines, and 80 
travel agencies are said to be al 
ready cooperating. 


resorts, 
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CHARLES OF THE RITZ Is introducing 
Velvet Foam cleanser at $1.50 pen 
214 o7. tube. 


ASSOCIATED BRANDS’ Kidmetics Di- 
vision is launching an introductory 
gilt set with 1 oz. sizes of Kidmetics 
Bubble Bath, Sugar ’N Spice Col- 
ogne, and Castile Shampoo, in a 





Kidmetics gift set 


shoulder strap plastic bag with 
snap-button closure and packaged 
in a multi-colored gift box. The 
set’s retail price is $1. The package 
is backed by television, radio, and 
national magazine advertising. 


CHARLES OF THE RITZ offers Velvet 
Foam, said to give a soap-and-wate1 
washing without soap. Described as 
non-alkaline and non-irritating, it 
is claimed to dissolve instantly into 
an abundant foam. A 214 ounce 
tube retails for $1.50. 


FABERGE has packaged its Woodhue 
scent line, comprising perfume, col- 
ogne, and bath powder, in brown 
to match fall fashions. 


rHE TONI Co. has changed the name 
of Toni Creme Rinse to Tame 
Creme Rinse, in line with a com- 
pany policy of assigning individual 
names other than Toni to products. 
Bottle design remains unchanged. 
It comes in three sizes: 2 ozs. at 30 
cents, 4 ozs. at 60 cents, and 8 ozs. 
at $1. 
cory offers Cream Powder Com- 
pact, a combination cream base 
foundation and Coty’s Air-Spun 
lace powder, in a pearl-tinted plas- 
tic case with hinged cover holding 
a mirror. It is available in fow 
shades and five fragrances. The 
price is $1.25. 


JOHN H. BRECK, INC. has prepared a 


technical article giving the back- 
ground information of its “Lipicil”, 
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the firm’s trade name for a stabil- 
ived lipide complex, an ingredient 
of its Breck Cream Treatment. The 
four page article is enfolded in a 
distinctive cover. 


rUSSY COSMETIQUES — introduces 
Beauty Plus Duo, a special com- 
bination package containing the 
regular $3, 2 ov. size of Beauty 
Plus Hormone Cream, plus a 2 oz. 
complimentary bottle of Beauty 
Plus Hormone Lotion, evaluated 
together at $4.75, for $3. 


PoNb’s Extract Co. is using double 
page, black and white spreads, each 
featuring endorsements by I] inter- 
national society beauties of Pond’s 
Cold Cream. The advertisements 
will run through November in five 
national magazines. 


YARDLEY introduces a new deodor- 
ant stick, emphasizing the use of 
the propel and retract containers, 
which is designed to appeal to both 
the male and the female market. 
Evaporation is kept to a minimum 
by eliminating the air space be- 
tween stick and the light-weight 
ontainers. Red and gold display 
cases hold six units, each selling fon 
$1.25. 


DOROTHY GRAY will introduce five 
new products in its biggest adver- 
tising campaign, using five national 
magazines, newspapers in 30 cities, 
and radio and television spots in its 
biggest advertising campaign. 


Moisture Cream, for dry 
aging skin, retails at $3 for 2 ozs. 
and S5 for 4 ozs. 


PUSSY Ss 


ROSE LAIRD is introducing Foamless 
Shampoo. 


ALEXANDRA DE MARKOFF presents 
Masque de Markoff, a rosy-pink 
beauty masque, at $5 for the 4 oz. 
size. The new Alexandra de Mark- 
off lipstick shade is called Red Red 
Red; the stick sells for $1.50. Skin 
Vitalizer, the cleansing liquid, has 
been renamed Skintalizer. In a four 
ounce bottle it sells for $2, in an 8 
ov. one for $3.50. 


LANVIN is backing its new Eau de 
Lanvin for Men with a radio, tele- 
Vision and newspaper advertising 
campaign. Three ozs. sells for $3, 
6 ozs. sell for $5. 


HOUSE OF JEAN PATOU announces 
the introduction of a matching eau 
de toilette to its Joy perfume. Like 
the perfume, it is claimed to be 
the mest expensive product of its 





kind. In a leak-proof topped, gold- 
capped bottle boxed in white with 
gold decorations, three ounces sell 
tor $18. 


DEHERIOT, INC. offers an extensive 
line of Christmas ensembles, in ace- 
tate cubicles, at no advance in 
price. 


ACTING 
WALL POLISH 


fast 
achas 
witet adit POSE 
LANOLIN 


wer oh 8 One. 
LO8F LABORATORIES 


Nail polish and remover with lanolin 


LORR LABORATORIES have added Jan- 
olin to their nail polish remover. 
lt comes in a specially designed W. 
Braun Co. container. 


DEHERIOT, INC. offers a packet with 
five quarter-dram vials, each in a 
different fragrance, valued at $2, 
for $1. Each packet contains a cer- 
tificate enabling the purchaser to 
redeem it for $1 towards the price 
of any of its perfumes selling for $5 
or more. In another promotion, de- 
Heriot ties in with Buffa-Cardozo 
greeting cards which include one of 
its Sweethearts, scented with White 
Lace. 


NATONE CO, offers Haraway Gelce 
for removing unwanted hair from 
the upper lip, cheek, chin and 
neck. Said to be a blend of vegetable 
carbohydrates, it sells for $1.10. 


HARRIFE HUBBARD AYER presents 
Roulette Red lipstick and rouge. 
Each item sells for $1. 


REVLON introduces a new fashion 
shade. Cherries in the Snow, in its 
non-smear, long-lasting type lip 
stick, as well as in its regular lip 
stick and its Chips-less Nail Enamel. 


ELIZABETH ARDEN introduces Ardena 
Invisible Veil, a new solid eompact 
powder in seven shades, in black, 
white, red, pink, or dark blue Na 
poleonic style compact, with crown 
and laurel emblem, embossed in 
gold. It retails for $2.00. 
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The Editorial -**We” 


Spotlight Again 
On Dentifrices 


O one can accuse the dentifrice 

manutacturers of lack of ini 
tiative, imagination, and ageres 
sive selling techniques. This is the 
industry that has given us, during 
the past decade, the ammoniated 
ions and then the chlorophyllins, 
and that now comes forth with its 
third major added ingredient, the 
anti-enzymes. There many 
problems presented by new 
product that we must limit ow 
selves, at the moment, to a 
recital of them. Are the 
justified by the research? If so, 
is there reliable evidence that de 
struction of “acid-producing bacte 
rial enzymes” is absolutely harm 
less, so far as the possible effects 
on the body as a whole are con 
cerned? Does a toothpaste contain 
ing the anti-enzyme become a drug, 
rather than a cosmetic, under the 
law? Would a paste for which simila 
claims are being made, but which 
does not contain an anti-enzyme, 
remain a cosmetic? And, above all 
else, is there a disillusionment in 
the minds of the consumers insofai 
as dentifrice advertising is con 
cerned? Some of the answers to 
these questions will be given by 
\merican governmental bodies, 
and others by the consuming pub 
lic. In the meantime, we can state 
that, if the claims are fully sub- 
Stantiated, the anti-enzyme tooth 
paste will not only be the most im 
portant development in dentifrices 
during the past decade (if not 
longer), but may rank with home- 
waves and antiseptic soaps as one 
of the major contributions in the 


are so 
this 


mere 
claims 


cosmetic industry during recent 
years. 
A Distinguished Home 
For the Cosmetic Chemists 
HE Society of Cosmetic Chem- 


ists has been mentioned in 
these columns before, and requires 
not a word of introduction to ow 


readers. Its meetings have always 
been lively and well attended, its 
programs stimulating, its Journal 
a publication of which any scien- 
tific group could well be proud. 
During the years since its forma- 
tion, it has been given leadership 


by men and women who proved 


themselves to be not only good 
cosmetic chemists but good lead- 
ers and organizers. But its head- 


quarters—if that term can be used 

was only a mailing address, usu 
ally that of its president or secr¢ 
tary. ‘Today, the Society has quan 
ters, it being one of many scientific 
groups housed in the building of 
the New York Academy of Sciences. 
It would be difficult to envisage a 
better home, one that would bring 
with it more prestige, one that 
could so well symbolize not only 
the growth of the Society, but the 
standing of cosmetic chemistry as 
a branch of modern science. That 
the Academy can contribute a 
great deal to the cosmetic chemist, 
because it is the grouping and 
home and center for diverse scien 
tific forces, seems quite obvious. 
We hope and trust, at the same 
time, that the presence of the 
S.C.C. in the Academy will increase 
the awareness of other scientists, 
be they engineers or physicists o1 
anthropologists, in the problems 
of cosmetics. Scientific knowledge 
is an integrated and _ interrelated 
system, in which specialists in the 
most divergent fields can be of aid, 


immeasurably and often unexpect- 


edly, to each other. 


How Accurate 
Can a Survey Be? 


N another page of this issue, 

we present a summary, to- 
gether with some comments and 
criticisms, of the survey conducted 
for the Toilet Goods Association 
on buying habits of cosmetics. Sur- 
veys are notoriously inaccurate, 
and are almost always read, by the 
initiated, with a generous helping 
of salt. We recall a study that was 
made by one group in which the 


women were asked to check the 
name of the perfume which they 
have most recently purchased or 
been given. On the list, in addition 
to Chanel and Arpege and Silent 
Night, and many, many others that 
made for a rather lengthy list, 
there was a liberal sprinkling, in 
the proper alphabetical order, of 
purely fictitious names. As many 
a pollster might have predicted, 
these imaginary perfumes were 
checked by more than one _ re- 
spondent. We would not like an in- 
ference to be drawn that that sur- 
vey, or any other, is without value. 
If a study is conducted in such a 
manner as to minimize the exag- 
geration, the prejudice, and the 
outright lies, and if it is subjected 
to the skeptical interpretation of 
a critical and independent mind, 
its value is beyond dispute. 


Better Business Bureau 
On House to House Sales 


EW groups enjoy a reputation 

as enviable as the Better Busi- 
ness Bureaus. ‘Their standards 
have been above reproach; they 
have been relentless in their pur- 
suit of abuses and misrepresentation 
on the part of “merchants” of one 
sort or another. But they separate 
the wheat from the chaff. They do 
not condemn an industry because 
an unreliable character is abusing 
his customers. Their endorsement 
of door to door selling comes as a 
refreshing and welcome sign that 
this is legitimate business that de- 
serves a permanent and rightful 
place in the American economy. 
Calling its bulletin on the subject 
“The Right of Free Men to En- 
gage in Legitimate Business,” the 
BBB points out that the overwhelm- 
ing majority of the 7,000 firms en- 
gaged in direct selling can be 
endorsed for their honesty and in- 
tegrity, and that only a minority, 
as in other fields of business and 
other methods of distribution, can 
be considered in any way fraudulent. 
“To demolish a $7,000,000,000 in 
industry in the hope of catching a 
few thieves on its fringe is like 
burning down a barn to roast a 
pig,” the bulletin says. “It violates 
a cardinal rule of American jus- 
tice, deeply rooted in the funda- 
mentals of fair play, that it is 
better for some who are guilty to 
escape than for the innocent to 
suffer.” The bulletin of the BBB 
deserves a wide audience of readers 
in the cosmetic industry, not only 
in those firms engaged in the 
house to house canvassing, but 
also—in the interest of defending 


October, 


1953 


285 



















Tay e 7 © © 
p erf-ection int 
‘ey io 
€Puclity 


ct ancl | 


Co oh = 
Stealsility 


W. J. BUSH « CO., Inc. 
Essential Orb 


19 West 44th STREET, NEW YORK 36, N. Y. « MUrray Hill 7-5712 


FLYNDUSTRIES INC. Presence... 


A. HANDY, HANDSOME SPATULA— 





Your customer will appreciate this useful styrene dis- 
penser of cold creams and similar products. A boon to 
fastidious women. Actual size. Available in all standard 


colors. 


B. COLORFUL MINIATURE FUNNEL— 


A perfect give-away for your spring perfume promotion. 
Milady can fill her purse vials with your fragrance so 
easily. Made of polyethylene in all standard colors. 
Actual size. 


C. POLYETHYLENE APPLICATOR— 


A combination seal and dispenser, available in a variety 
of sizes and colors. When inserted in an unlined cap, it 
serves the double purpose of applicator and liner for 


such products as cologne, cream sachet, cream rouge, etc. 


FLYNDUSTRIES INC. 





141 East 44th St., New York 17, N.Y. MUrray Hill 7-4528-9 


286 October, 1953 


the rights of legitimate competi 
tion—among other companies as 
well. 


That Seven Billion 
Is a Big Figure 


YEVEN billion dollars—that is 

the amount mentioned by the 
Better Business Bureaus as consti 
tuting the American door-to-door 
business. There has been a_ ten 
dency among some to consider the 
success of a few cosmetic firms in 
this field as something unique, a 
tribute to the imagination and ex 
ecutive talent in those firms. How 
ever, few of us ever stop to consider 
that the leading encyclopedia can 
be purchased in no way other than 
from a salesman, 
and the same is true of brushes 
and other products. With thou 
sands of bookstores in the United 
States, it is impossible to find one 
that can obtain a new set of Ency 
clopedia Brittanica, just as there 
is no way of buying a Fuller brush 
except when one opens the door 
and meets the salesman. What 
sometimes astonishes us is not the 
rapid rise in this phase of the cos 
metic industry, but the fact that it 
remained for so long relatively un 
exploited. 


house-to-house 


NWDA Issues 
Warning on Credit 


warning has been issued by the 

National Wholesale Druggists 
\ssociation, and one worthy of at 
tention in the cosmetics industry, 
against what is termed the ove 
extension of credit to the retail 
druggist. Although the financial po 
sition of retail drug trade is sound 
and credit losses are low, there are 
indications that they may increase. 
Such losses, in the opinion of the 
NWDA, “can be controlled by a 
sound credit policy and by avoiding 
unsound extension of advance dat 
ings.”” In endorsing this statement, 
we might add that it is more true for 
cosmetics than for other drug store 
items, because the keen competi 
tion to obtain adequate stockage, 
not to mention display space, can 
lead to special credit policies that 
actually constitute a disservice to 
the retailer. 


What Does “Free” Mean 
In a Free Country? 


1 is a free country, and we 
live in what has been called the 
lree world, but advertisers have not 
been free to use the 
under the Federal Trade Commis 
sion rulings. Those who peruse 


word “‘lree”’ 
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these columns over the past sev- 
eral months will find that we have 
commented on such FTC rulings, 
and pointed out the irony in 
volved, particularly in the book 
club cases, where the appeal was 
being made to a most sophisticated 
and literate audience that could 
misunderstand the 
meaning of the term involved. We 
are pleased to hear that our voice, 
and the stronget many 
others, have been heard, for it is 
reliably reported in Washington 
circles that the FTC will reverse 
its examiner’s initial order in this 
matter. It will be recalled that the 
book club was restrained from say 
ing that it was giving a book “free” 
to those who applied for member- 
ship, because the word “free” 
should be reserved, in the FTC 
thinking, for offerings without 
Strings attached. It is our feeling 
that if there is no deception being 
practiced by the 


not possibly 


vok es ol 


advertiser, and 
negligible likelihood of misundei 
standing or deception by even the 
more gullible reader, the word 
“free” should be permitted in the 
promotion of books, cosmetics, 
perfume, or any other product. In 
fact, we can imagine no rule bette1 
suited to protecting both industry 
and public not only with regard to 
this word, but any other, than the 
one in which intent to deceive and 
possibility of being deceived are 
paramount in determining the ac 
ceptability of advertising. 


Keep Informed 
On Fair Trade 


Kk recommend to the attention 

of our readers a pamphlet 
recently issued by the Bureau ol 
Education on Fair Trade. The title 
is rather long, the pamphlet rather 
short. It is called, “Questions 
They Ask About Fair Trade and 
the Answers,” and can be obtained 
from the Bureau at its New York 
othce. It will answer most of the 
questions you have in mind, and 
anticipates the questions that were 
going to come to mind one of these 
days. It is a good piece of promo 
tion for which the Bureau should 
be congratulated, and which should 
now obtain among 
manultacturers, newspa 


cist ibution 
retailers, 
pe rs, and elsewhe r¢ 


Morel on Perfumery— 
A Worthy Contribution 


: is a long time since a good 
book designed to aid the per 
fumer—that is, the creative pei 
fumer, rather than the chemist, the 
analyst, the merchandising or pro 


motion man—has appeared. As we 
think back and recall the best of 
such books, like those of Poucher, 
Gattefosse, Cola, Winter, and a few 
others, the need to supplement 
this meager literature becomes 
apparent. It has been increasingly 
clear for many months that such 
a book was in the making, and was 
taking shape in the form of a se- 
ries of comprehensive articles by 
Charles Morel appearing in Soap, 
Perfumery & Cosmetics. Although 
the circulation of that publication 
on this side of the Atlantic is ra- 
ther small, the forthcoming appear- 
ance of the series in book form will 
unquestionably fill a great need 
and will find a most enthusiastic 
response in the U.S.A. The author 
has handled his material with con- 
summate skill in the face of the 
hazardous problems involved when 
the subject of fragrance, or for 
that matter the fragrances them- 
selves, must be described with in- 
adequate words. 


Cosmetics Promoted 
For the Youngsters 


O study of the expansion of the 

cosmetic industry is possible 
without considering the children’s 
market, practically unknown and 
unexploited (save for baby prod 
ucts) some fifteen or twenty years 
ago, and now an accepted sector of 
our industry. No doubt the change 
in outlook brought forth by the 
war left a fertile field for develop- 
ment, and it remained for several 
firms to understand that special 
products, new approach, different 
advertising, were necessary if this 
market was to be reached. These 
words are occasioned by the an 
nouncement that Procter & Gamble 
has entered the children’s home 
permanent field. The opening and 
development of the entire market 
of cosmetics for teenagers and un- 
der can indeed be cited with pride 
bv cosmetic manufacturers, who 
formulated products particularly 
safe, extremely easy to’ handle, and 
then worked out a method for con- 
vincing the youngsters, as well as 
their parents, that beauty aids are, 
as a wit once said, for children of 
all ages. 


Atomic Energy Commission 
Diverts Freon 114 Supply 


Deliveries of Freon 114, propel 
lant ingredient used in aerosol 
shaving creams, were temporarily 
suspended recently by DuPont duc 
to demand for the product by the 
Atomic Energy Commission. 
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MODULAN is a chemically treated lanolin containing all the constituents of 
lanolin deliberately modified by a unique treatment to introduce new and 
valuable properties. 

It represents a radical departure from lanolin in structure, function and odor, 
and more closely approximates the normal human skin fat. 


Investigations now being conducted indicate that MODULAN is hypo-allergenic. 


SOLUBILITY— Because of induced chemical differences in molecular structure, 
MODULAN is far more hydrophobic than lanolin and forms clear solutions in 
mineral oil. 








TEXTURE — MODULAN solutions leave water-resistant protective films which 
are inherently softening and prevent defatting. These films are waxy rather 
than tacky and are very agreeable to the touch. 













COMPATIBILITY— Because of its outstanding compatibility with oil-in-water 
emulsions and with soaps and shampoos, MODULAN can be used in high con- 
centrations without affecting stability and foaming. 


In addition to the above mentioned advantages, MODULAN deposits an emolli- 
ent, protective film and is therefore highly effective in baby oils, hair dressings, 
soaps, shampoos, oil-in-water creams and lotions, lipstick, and other cosmetic and 
pharmaceutical products. 


Detailed information available on request. 


AMERICAN CHOLESTEROL PRODUCTS 


INCORPORATED 
MILLTOWN * e . NEW JERSEY 














You don’t have to be a Sherlock 
to find the right scent for 
your soap, cream, toilet preparation, 
cosmetic, etc. 





Let the imagination and skill of Perry Brothers’ master perfumers formulate 
the particular fragrance that will enhance your product and make it sell. 
Over 25 years of know-how and experience in the creative art of perfuming. 

Let us send you samples best 
suited for your specific needs. 


PERRY PERFUMES PERFECT YOUR PRODUCTS! 


REEUREY BEEP, BIG, cesccionincrnance 


48 W. Division St. Brookfield 4347 McPherson 
Chicago 10, Ill. Connecticut St. Louis 8, Mo. 


BROOKLYN 5,N. Y. 
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Stick Colognes, Lipstick Returns High; 


Body Lotions, Scents, Tales Excellent 


JEAN MOWAT 


Chicago—Most of the firms with 
displays at the Chicago Fragrance 
and Cosmetic Show at the Palme 
House scored record buyer attend 


ance and volume and_= dolla 
business. 

A number of attending repre 
sentatives complained that they 


had not been supplied with sufh 
cient samples, claiming that sales 
girls should be acquainted with the 
product if they are todoa good job 
selling it. 


Buyers Report: 


Consumers’ complaints  centet 
around lipsticks which do not meet 
claims and, during the summer, 
last-evaporating stick colognes. 
The former are being dumped 
back on the counters by the dozen, 
the sales of the latter fell to a new 
low. At the same time liquid co 
lognes did not take up any of the 
slack and, in spite of the extreme 
heat, scent sales were only normal. 

Poor promotions increase inven- 
tories, buyers report. And in the 
case of a good promotion, the 


alter- 
the 


raised 


kills 


must not be 
otherwise it 


price 
wards, 
product. 

Ihe surprise of the summer was 


the upturn in body lotion, bath 
tales, and skin fragrances. ‘The 
sales on talcums are said to have 
been unusually high. ‘The skin 
sachet is said to be just entering 


into the picture and may grow in 
importance during the winter or be 
the leader for next summer. 

Many buyers report that then 
sun-tan = promotions—at — regula 
price—will be made in late Decem- 
ber—immediately after Christmas, 
and through January-February. It 
was said that the Middle West does 
not use it much during the actual 
summer period, 


\ dozen buyers agreed that, 
thanks to “drama,” treatment lines 
did very nicely throughout the 
scorching summer. ‘Their repeat 


business and that of bubble bath 
and body lotion came as a pleasant 
surprise to them. Some are con- 
the 
“dramatic” 


potentialities of a 
approach to 


sidering 
similat 
fragrance. 


Long, Hot Summer Boosts Deodorants, All Types 
of Hair Goods; Postpones Treatment Season 


MARY LINN WHITE 


Cincinnati—Though summer's 
end brought a decline in the high 
demand for home permanents in 
general, Rollman’s noted an up- 
surge in the call tor children’s 
home permanents of all brands 
just the week before school opened 
lor fall. Most wanted was the Proc 
ter & Gamble brand. 


Summer Post-Mortem 


Summer business as a whole was 


very satisfactory to every buye1 
questioned. Deodorants of all 
types, home permanents, sham- 


poos and hair lighteners went ex- 
tremely well all summer. 

Even in September, Rollman’s 
reported substantial results on a 
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Breck shampoo special and a Rev- 
lon shampoo special. At Mabley 
and Carew both the Revlon and the 
Dorothy Gray shampoo specials 


prospered in early fall. An all 
summer success was Matchabelli’s 
“Summer Frost’ in hot weather 


cologne, deodorant and body pow- 
der. Only one advertisement was 
used; the $l tag was considered a 
factor. 

Since summer-like weather lasted 
well into fall, the demand for treat- 
ments (other than 
conditioners) was late to start. But 
there were comforts: Lite and Brite 
by Hudnut continued big at Mc 
Alpin’s and elsewhere. Dorothy 
Gray's hormone cream and lotion 
at $2.50 made a clean sweep. Mc- 
\lpin’s had with 


large success 


summer re- 


Long, hot summer boosts de- 
odorants, hair goods; delays 
start of treatment line season. 


Summer post-mortem: _ solid 
deodorants sizzle while stick 
colognes falter. 


Children’s home permanents, 
colognes catching on as school 
season opens. 





Gleem toothpaste alter Procter & 
Gamble test-marketed it locally. 
Hazel Bishop’s lipstick remained 
popular in both department and 
drug stores. Drug stores, inciden- 
tally, mentioned their luck with 
Cutex lipstick displays: pink lip- 
sticks walked out first, then reds, 
but reds were expected to pick up 
later in the fall. 


Of Sprays and Scents 


Hair sprays went well all summer 
and into fall at Alms & Doepke, 
where Coty’s “Silver Star” package 
of four bottles of perfume at $3.50 
(instead of $7.50) did very well. 
This item did well wherever Coty’s 
line is carried, in fact. Lucien Le- 
long’s $25 perfume bargain at $10 
was highly gratifying at Shillito’s, 
and Rollman’s repeated their suc- 
cess with Charles V perfume, three 
small bottles for $1. Thus, in all 
price ranges, the idea of multiple 
varied perfumes is a popular one. 
But it leads one buyer to question 
whether the idea will not be sell- 
defeating in the long run. 

Odd items worth mentioning 
were Schratz bubble bath in Swiss 
pine scent at half-price, children’s 
plastic purses containing small co- 
logne and other sundries at $1, 
plastic travel cases at $1.50 to $10 
all at Shillito. Complexion soap by 
Stratford went well at Rollman’s at 
20 bars for $l. 

Promotions planned for fall were 
a Rose Laird visit, half-price on 
Antoine’s powder, and visits by 
Frances Denney and Helena Ru- 
binstein representatives. 
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Teen-Age Market Expanding from Lipsticks into 
Colognes, Deodorants, Creams and Powders 


JEAN ROBERTS 


Dallas—The buyers fcr the cos- 
metic departments of at least the 
major stores spent a good part of 
last month in New York finishing 
up the buying for the Christmas 
market. 

With Labor Day over, and school 
once more in session, their depart- 
ments have just swung into fall 
merchandising. But though the 
fashions are fallish, the weather is 
not, and cosmetic counters are 
carrying a sort of double feature. 

For those customers who are 
shopping for fall wardrobes, the 
new fall shades of lipstick, powders 
and nail polishes are on display. 
For those customers who are still 
fighting hot weather, the summer 
fragrances in colognes, and the 
summer colors in lipsticks and 
powders must still be close at hand. 
Sales Review of Summer °53 

Now that it is all over, COS- 
metic departments are beginning 
to take stock of what the buying 
habits were for this summer of 
1953. Most of them found that the 
sales were about the same as those 
of the previous one. Several stores 
reported a jump in the sun tan oil 
brands. Several also found that 
more perfumes were sold this sum- 
mer with some cut in the numbet 
of colognes. 

Bubble bath still remained a 
summer favorite, running ahead of 
bath oils in popularity. The “stay- 


on” lipsticks continued to be in 
demand although there were some 
complaints about dryness. Home 
permanents continued as big sell- 
ers, particularly those which have 
cut down the time element by elim- 
inating the need for neutralizing. 
The short haircuts favored here 
this summer increased the number 
of permanents essential for good 
grooming. 

The growing use of cosmetics 
among the junior high and high 
school girls has created a new mar- 
ket. Lipstick first came into vogue 
with the  twelve-year-olds and 
younger. This year they are even 
going for creams and powders. 

Several stores have capitalized on 
this trend and have trained clerks 
particularly for the teen-age mar- 
ket. They are instructed to stay 
away from too much make-up, and 
just to advise in the proper use 
of a light shade of lipstick. Sales 
are created by encouraging the use 
of good creams and _ astringents 
from improving adolescent com- 
plexions, and also by recommend. 
ing a good light cologne and deo- 
dorant. 

By encouraging a minimum ol 
light, becoming make-up, the clerks 
please mamma and are apt to have 
more interest aroused in the othe 
grooming items. The mothers ap- 
preciate their steering the young 
girls away from mascara, powder 
bases and the like, and are apt to 
encourage them to go back to the 
cosmetic counter for advice. 


Store Packaging Pays Off; Stick Deodorants 
Pick Up; Unknown Bleaches Fare Poorly 


LEFF MCKENNON 


New Orleans—Faberge’s toilet- 
ries were given a nice promotion 
here at one of the smart depart- 


ment stores early in September. 
The theme of the windows was 
“Fashion in a Nut Shell,” with 
Faberge prominently displayed 


against garments in browns. The 
cosmetics were wrapped especially 
lor the tie-in in soft green paper 
with half a large English walnut 
shell tied on each package. The 
buyer said the packaging attracted 
attention and increased sales of 
this popular line. She went on to 
Say that her department has found 
smart packaging truly stimulates 
Sales and when a line is given the 
smart-wrapping treatment, it in- 
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variably picks up even though no 
especial gift season is in progress. 
In this promotion the best sellers 
were Duette, 2 scents for $2.50; 
Quartette Jr. for $3; and the 
larger size Quartette for $5. Local 
newspaper ads also were an aid to 


the increased sales. 


Stick Deodorants Pick Up 


\t another department store the 
buyer commented that stick de- 
odorants are increasing steadily in 
popularity. All deodorants sell well 
but the stick numbers are leading 
in sales. The buyer feels it is the 
convenience that is responsible, as 
the stick can be easily carried in 
the purse as well as set on the dress- 
ing table or bathroom shelf. 

A gadget angle has increased 


sales on Elizabeth Arden’s perma- 
nent wave kits, another buyer said. 
Arden’s twin curlers are extremely 
popular with the customers and 
sales of her permanent wave kits 
and refills are very gratifying as a 
result. The curlers have an elastic 
band attached which makes for 
much quicker and easier wrapping, 
and the customer seems to appre- 
ciate it. Another factor is the alloy 
pins which will not discolor the 
hair. Still another quality is the 
rapid action of the solution which 
requires only 3 to 20 minutes. All 
these simplify the home _ perma- 
nent and as a result Arden’s pre- 
manents continue to sell in big 
volume. 

Another buyer says one of the 
lesser known lines has a new bleach 
out which is selling very poorly, 
while Helena Rubinstein’s Blond 
Beauty and Du Barry’s Light and 
Bright sell very well. When custom- 
ers buy a bleach, they seem to 
choose one from a well-known line 
which has been advertised on TV 
or the local newspapers. 


Here and There 


Bon Voyage, the soap flakes 
originally intended for vacation- 
ists, is selling steadily at one of 
the larger department stores here 
—through all seasons, the buyet 
reports. It sells for gifts and for 
home use, chiefly because it suds 
so easily—even in hard water or 
salt water. 

“Mist” by Dermetics, Inc. is sell- 
ing very well in a large department 
store cosmetic department in the 
50-cent and $1.00 size. Its label 
says it eliminates food, liquor and 
tobacco odors and the bottles in 
these sizes keep the cash registe! 
ringing. Revlon’s “Fashion Mist” 
is selling nicely. The buyer feels 
that the “lanolin esters” phrase on 
the label is an aid to sales. Estee 
Lauder’s bath preparations in 
“Youth Dew” fragrance are delight- 
ing the buyer with their quick sales. 
Ihe group includes Bath oil, sa- 
chet lotion, soap and bath powder, 
all beautifully packaged. 


Buffalo Firm Scores 
with Direct Mail 


MAGGIE FLEMMING 


Buffalo—Most stimulating in- 
formation to be uncovered in this 
area for some time concerns a pine 
bath oil and matching soap which, 
for the past 10 years, has notched 
up a $7,000.00 annual volume for 
several department stores across 
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the country. What makes this so 
noteworthy is the fact that this 
figure is achieved with a negligible 
amount of store advertising. The 
magic stems from a merchandising 
program which has proven abso- 
lutely fool-proof, if followed as set 
up by the manufacturer, Balpine 
a Buffalo-owned and Buffalo-lo- 
cated concern. 


Balpine Booms 


The new-account division of Bal- 
pine has expanded rapidly in the 
past several months due to a di- 
rect-mail campaign which proved 
most effective. Costs of the manu- 
facturer are further reduced by 
eliminating the need for a road 
salesman; all contacts between Bal- 
pine and countrywide stores are via 
mail or ‘phone. All this makes it 
possible for the manufacturer to 
offer top-quality pine-bath items at 
a very reasonable price. ‘This, 
coupled with the expense-saving, 
magic-working merchandising pro- 
gram, gives department stores an 
item that is practically a self-seller. 

The background facts and front- 
ground figure s were enthusiastically 
substantiated by the _ toiletries 
buyer of Adam, Meldrum & An- 
derson, who have an above-average- 
sized toiletries section in one of 
Buffalo’s largest department stores. 
They have carried Balpine for six 
years, at an annual volume of $7,- 
000.00 or slightly over. Other 
stores enjoying this profitable wind- 
fall include such places as Mar- 
shall Field’s in Chicago, Bullock’s 
in Los Angeles, and _ Scruggs- 
Vandervoort-Barney in St. Louis, 
to name just a few. 

On the department store toilet- 
ries front, these last four weeks 
represent the between-season pause 
that depresses. Summertime — has 
just departed, and Fall trends have 
not had time to assert themselves. 
Just as well, too, for people are still 
only half recovered from the exces- 
sive heat 


and humidity. For nine 
straight days, the traffic in down- 
town stores was reduced to one- 
fourth its norm. 


Store Modernization Show 
to Go on 33-City Tour 


he fourth National Store Mod- 
ernization Show will go on an 
eight-month 33-city tour starting 
the end of October. Believed to be 
the first time a trade exposition 
has toured the country, the under- 
taking will be known as Operation 
Modernize. 
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for Improving Production | 


Portable Low Cost Filler 

A portable low cost filler that 
may be moved and operated by one 
man is now available for liquids 
and semi-solids according to the 
F. L. Burt Co. According to the 





Movable one-man filler 


maker’s description it plugs into a 
light socket and is ready for op- 
erator filling of from 15 to 30 half- 
ounce to 32 oz. containers per min- 
ute. It may be stopped by the op- 
erator in the middle of the dis- 
charge stroke without stopping the 
motor. Its net weight with U 
shaped hopper and 14 hp motor is 
138 Ibs. 


Safety Step Ladders 

Easy access to areas isolated by 
placement of equipment or stored 
materials is afforded by the safety 
step ladders linked with a connect- 
ing walkway are offered by the Bal- 
lymore Co. 


New Industrial Wiper 

To meet the general wiping 
needs of industry a new industrial 
disposable all purpose paper wiper 
which is claimed to be clean, strong, 
safe and uniform is offered by the 
Scott Paper Co. It is claimed to be 
highly absorbent. Each wiper con- 
sists of two sheets which, through 
a special process, are welded to- 
gether for extra durability, giving 


thorough cleaning action and maxi- 
mum dirt retention. Chemical 
treatment, it is claimed, creates all 
important wet strength. The spread 
of dermatitis in a plant is likely 
to be reduced if the workers always 
have an adequate supply of clean 
disposable wipers available. 


Ultrasonic Power 


Atomic energy as a new power 
ior industrial use is coming to the 
lore; but the present age knows of 
another almost unknown power— 


ultrasonic power and the connected | 


new science sonochemistry. One of 
the first practical approaches has 
come from Schoeller & Co. who 
have developed laboratory 
ultrasonic equipment which is of- 
fered for mass production. Labora- 
tories it is suggested, should investi- 
gate their own specific problems 
and submit their data to the com- 
pany. booklet explaining ultra- 
sonics and their effects; the reason 
lor designing laboratory sets before 
industrial sets; and descriptions olf 
ultrasonic laboratory sets is avail- 
able on request. Schoeller & Co. is 
located in Germany but is repre- 
sented in America by Electrovert 
Ltd. 


Computing the costs of fringe 
benefits is the | of a survey 
published by the National Indus- 
trial Conference Board. 
benefits are classed as: extra 
ments for time worked, 
for time not worked, payments for 


pay- 


employee security and payments 
for employee services. 
The World Trade Data Book- 


let, containing 48 pages of relevant 
data to exporters has been issued 
by Exporters Digest. It sells for 50 
cents. 


Stainless steel and monel metal 
utensils such as pails, dippers, fun- 
nels, scoops, measures, batch cans, 
beakers and shovels made by Metal- 
smiths div., Orange Roller Bearing 
Co. are described and illustrated in 
a four page catalog issued by the 
company. 


Fringe | 


A eR PNR 


type ' 


om 


payments j 





New Products and Developments 


aN 


Gyrotory Shaker 





give manutacturers of toilet pre- 
parations etc. a new sales point, by 


Dummy Display Bottles 





\ new shaking machine to con- sein ; ; . Dummy display bottles for use in 
serve work space in laboratories eliminating waste in the use of the place of costly cut glass bottles are 
Maxi conducting experiments requiring tube. rhe ee known as Usi- offered by Sculptural Promotions 
sical tal, is a metal clip with a sliding 
: a key. To use it the key is pulled out 
a and turned. 
read 
_ Skin Protective Cream 2 
lean For beauticians and hairdressers jee 
whose hands are sensitive per- 
manent waving solution, detergents 
and dyes a new product is offered 
wer by Abbott Laboratories. The skin 
the protection is provided by a special 
s of plasticized combination of silicone, 
er— nitrocellulose and castor oil sus- 
ted | pended in a greaseless vanishing 
> of | cream base. When massaged into 
has Quen dete the skin it is said to form an inert, Sump deehiy-taclite 
vho invisible protective coating which 
ype shaking is announced by the New resists removal by normal washing Inc. The company which special- 
‘of- srunswick Scientific Co. The shak of the hands. The cream is known izes in three dimensional displays 
ore. e) equipped with a plastic table as Covicone. solved the reproduction problem 
sti- and 25 size 250ml. Erlenmeyer flask by using specially formulated chip 
ems clamps is shown in the illustration. New Hydrophilic Colloid proof composition that permits the 
om- Seven interchangeable tables to ac A new hydrophilic colloid named creation of an exact replica of the 
tra- commodate seven different sizes and Jaguar is announced by Stein, Hall cut glass bottle. By using the strati- 
son shapes of glassware are available. & Co. It is refined guar gum which fied composition any type of opaque 
a The shaker has a mechanical speed i Tenens awe tee high water holding bottle can be reproduced at about 
: of range of 85 to 285 oscillations per properties and its stabilizing effect a quarter of the cost of the original 
ail- minute and an automatic timing on solutions of many kinds. It is bottle 
. Is device which can be set from 0 to available in various mesh sizes and ea E 
re- 55 minutes or to run continuously. viscosity ranges. Its water holding, Selling to the Government 
ert thickening and suspending proper- Special service to concerns eager 
New Laboratory Mill ties the company states have dem- to sell to the government is offered 
\ new processing mill less than onstrated its usefulne ss in ob- by Federal Procurement & Subcon- 
ial two feet high especially adapted taining desired ea a and tracts. ee 
mA for laboratory processing and con shelf life olf renee paste ince it service giving egg anc cewe = 
a trol work is offered by Morehouse develops its ate ae ee eee ie ast advance — oes — 
age | Industries. Throughout rates vary ties over a wide b sens 1 4 Connaes opportunities and contract 
all from one to three gallons per hom suited for use in demulcents ane awards. 
nts depending upon the material. jellies. - . ; 
for ; . ape ' Anti-Enzyme Material 
nts Fast pH Checks Signs for Sales Promotion Commercial qui untities of sodium- 
\ kit of six short range indicat lransparent signs at point of sale N-lauryl sarcosinate which is used 
ing papers that divide the entire for promotional go eed are ol- as an anti-enzyme in dentifrices to 
ok- pH scale of 0 to 14 into distinctive lered by Goodren Products Corp. stop tooth decay is offered by An- 
int colors for each half unit and permit lhe signs are self-sticking and are tara Chemical Div. of General Dye- 
ed estimations to one-fourth unit o1 readily put up and taken down ac- stuffs Corp under the trade name 
50 closer is offered by the Fisher Scien cording to the company. One of the of Medialan LL 33 
tific Co. The user merely moistens facts about the signs, the makers 
I a strip of the appropriate paper, point out, is the brilliance with _ . 
wed matches while wet with ¢l I r which colors show up on the sur- The revised vanilla products 
| ioe ne nd ar a os eee face. Unusual effects may be had brochure issued by eee 
ws ees SSS Pee meapemees. by putting the signs, posters and Inc., 180 Varick St., New York, 
al- ‘ . streamers on plate glass. A sample N. Y. contains 24 pages of nantes 
ng Collapsible Tube Squeezer folder containing samples of these and directions for manufacturing. 
in \ tube squeezer, built into the signs which can be printed in one It also includes the Dow propylene 
he base clip of a collapsible tube is to five colors, will be sent on re- glycol solubility charts. It is bound 
oflered by Dyer Products Co. to cuest in file folder form. 
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Your @uecess ic Ourc! 


The ultimate test of a product's “rightness” 
is its wide and enthusiastic consumer accept- 
ance. Cosmetic and toiletry products using 
VERONA fragrances meet this test daily on 
toiletries which are 
quality products through and through 
market leaders. 


the retail firing line... 


. VERONA has concentrated the 
efforts of its research and development staff 
on the problems of helping the market leaders 
capture and hold consumer preference—by 
constantly developing formulae that bring 
out the full fragrance potential of their 
products. 


Because. . 


Try these specialties in your present oils 


and note the marked 


e@ Is your fragrance floral? You can heighten 
its impact with the greater floralcy im- 
parted by CUMIN KETONE. Try add- 
ing “4 to 42% to your present floral 
fragrance. 

@ Want that cleaner, fresher fragrance? Add 
up to 5% CYCLAMAL. 


@ Striving for that exciting high aldehydic 
topnote? You'll get it with 42 to 4% 
ALDINE VERONA. 

@ Want to make your Lily and Lilac scents 
come thrillingly alive? Add 2 
Verona RESEDALIA. 


to %% 


PRODUCTS TO BUILD SALES FOR (@/////, PRODUCTS | 


AROMATICS DIVISION 


VERONA CHEMICAL COMPANY 


208 North Wells Street, Chics 
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Sweetening Agents 


Interest in the development of artificial sweetening agents 


never seems to slacken eevee 


suggested for this purpose . . 


1 number of compounds are 


... Work of Profft Discussed 


MORRIS B. JACOBS, Ph. D. 


N papers published in this sec- 

tion of the American Perfumet 

in January and February of 
1951, I discussed the principal arti 
ficial sweetening agents, namely, 
saccharin and its salts often termed 
soluble saccharin, dulcin (p-phene- 
tylurea), sulfamate (Cyclamate so 
dium, Sucaryl sodium, sodium 
cyclohexylsulfamate), and P-4000 
(2-amino-4-nitro- 1 -n-propoxyben- 
zene, 2-propoxy-5-nitroaniline), and 
also the relationship of structure 
and sweetness. Since that time suf 
ficient new work has appeared to 
warrant additional review. 


2-Halo-5-nitroanilines 


A group of substances relatively 
closely related to the alkoxy-nitro- 
anilines or alkoxyaminoni troben- 
zenes of which P-4000 is one 
example have been suggested as 
sweetening agents. A patent has 
been granted to Snelling (U. S. 
2,484,860, October 18, 1949) for the 
use of 2-halo-5-nitroanilines for the 
flavoring and sweetening of chew- 
ing gum. Snelling found that these 
substances have high sweetness and 
high solubility in chewing gum base 
with concomitant low solubility in 
saliva. 

He suggested that any one of the 
2-halo-5-nitroanilines might be used 
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but pointed out that the 2-iodo-5- 
nitroaniline was to be _ preferred 
because of its high sweetening 
power and very low solubility in 
saliva. This permitted the sweeten- 
ing agent to be retained in the gum 
base and thus exert a pleasant fla- 
vor for much longer periods than 
those obtained with chewing gums 
flavored with conventional flavors. 


NH N 


O, 0, 


2 2 
2-lodo-5- 2-Bromo-5- 
nitroaniline nitroaniline 


NH 


2-Fluoro-5-nitro- 
aniline 


0, 


The bromo derivative did not 
have as long an effective life fon 
flavoring and sweetening purposes 
as the iodo derivative. The fluoro 





for Flavors 


compound had the lowest sweeten- 
ing power and the shortest effective 
flavoring life but this inventor 
pointed out that the fluoro com- 
pound might be used to afford a 
supply of fluorine and thus aid in 
preventing tooth decay. He also in- 
timated that the iodo derivative 
might provide for a source of io- 
dine. The bromo compound ap- 
peared to have sedative and 
analgesic action but this particular 
aspect of the properties of these 
compounds was not fully explored. 


Urea Derivatives 


Petersen (Angew. Chem., 60A, 58 
(1948) ) briefly describes a new 
group of sweetening agents, the 
most effective one of the group 
being 1-(2-carboxyethyl)-3-(p-nitro- 
phenyl)-urea, named in a different 
system of nomenclature as N-4- 
nitrophenyl-N?- (omega-carboxyeth- 
yl) -urea: 


ON <S- NH-CO-NH-CH,*CH.COOH 


|- (2-Carboxy- 
ethyl) -3- (p-nitro- 
phenyl) -urea 
Ihe sodium salt of this acid is 350 
times sweeter than sucrose. 

Petersen found that only the 
thiourea analogue corresponding to 
the aforementioned compound was 
of comparable sweetness. This in- 
vestigator claimed that 1-(2-carbo- 
xyethyl)-3-(p-nitrophenyl)-urea _ is 
physiologically as harmless as dul- 
cin but it is to be noted that dulcin 
is not considered suitable for use 
in food products by the United 
States Food and Drug Administra- 
tion. The thiourea analogue was 
not well tolerated by the test 
animals. 
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In this connection one might 
mention here that Noyce, Coleman, 
and Barr (J. Am. Chem. Soc. 73, 
1295 (1951) ) prepared various viny- 
logs of dulcin but found that only 
(p-ethoxystyryl)-urea was sweet 
while other vinyl derivatives were 
not sweet. This is another illustra- 
tion of the difficulty of relating 
structure to sweetness. 


Benzoylacetic Acid Derivatives 


noted that  beta- 
phenylpropionitrile 


It had been 
imino - beta 


€S—c¢-ci,cn 


NH 


6-Imino-§-phenylpropionitrile 


had a remarkably sweet taste. For 
this reason a number of derivatives 
of benzoylacetic acid were prepared 
by Dornow, Kiihlcke, and Baxmann 
(Chem. Ber. 82, 254 (1949) ), prin- 
cipally derivatives of beta-imino- 
beta- phe nylpropionitrile. The melt- 
ing points and relative sweetness of 
some of these derivatives are given 
in the following table. 


TABLE 1 
Sweetness of [(}-Imino-(}-phenylpropionitrile 
Derivatives 

RC.H,C(:NH)CH.CN M. p. Relative 

R deg. C. Sweetness 
H 89-90 350 
p-Methyl 112 700 
m-Methy! 64 weakly bitter 
o-Methyl 74-76 soaplike 
p-Ethy! 90 430 
p-Ethoxy 136-136.5 100 
o-Ethoxy 110 tasteless 


Here again is a remarkable illus- 
tration of the great difference in 
taste that slight differences in struc 
ture may make. Thus the change 
in position of the methyl group in 
the methyl derivative of beta-imino- 
beta-phenylpropionitrile causes a 
change from the para compound 
which is 700 times as sweet as su- 
crose to the meta and ortho com- 
pounds which are bitter and soap- 
like, respectively. 

In a similar manner these in- 
vestigators found that all deriva- 
tives of RC,H,COCH.CN were 
bitter or tasteless, all the deriva- 
tives of RC,H,C(NH)CH,CONH, 
were tasteless, and all the deriva- 
tives of RC,(H,COCH,C) NH, 
were also tasteless. 


Mohler studied the properties 
of another compound relatively 
closely related to this 


group 
namely, p-methoxy-o-benzoylben- 
zoic acid. (Z. Lebensm. Untersuch 
u. Forsch. 90, 431 (1950)). Methods 
for its detection and identification 
are detailed. 
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Since the disclosure by Verkade 
in 1946 of the remarkable sweeten- 
ing power of the alkoxynitroani- 
lines, that is, the alkoxyamino- 
nitrobenzenes considerable work 
has been done on these compounds. 
In another paper I hope to discuss 
the differences in the toxicity of 
these and other sweetening agents 
but what interests us here is the 
variation in apparent sweetening 
power of such compounds as found 
by different investigators. 

As quoted in Chemical and En- 
gineering News, November 10, 
1916 (Volume 24, Number 21) the 
relative sweetening powers of the 
alkoxynitroanilines as compared to 
that of a | per cent solution of 
sucrose were given by Verkade as 
shown in Table zi 


TABLE 2 
Sweetening Powers of Alkoxynitroanilines 
(According to Verkade, 1946) 
(1% sucrose solution — 1) 
Sweetening 
Compound Power 
1-Hydroxy-2-amino-4-nitrobenzene 120 
2-Amino-1-methoxy-4-nitrobenzene 220 
2-Amino-1-ethoxy-4-nitrobenzene 350 
2-Amino-4-nitro-1-n-propoxybenzene 4100 
2-Amino-1-n-butoxy-4-nitrobenzene 1000 
2-Amino-1-isopropoxy-4-nitrobenzene 600 
1-Allyloxy-2-amino-4-nitrobenzene 2000 


In a report concerning the rela- 
tive sweetness of I- -propyl- 2-amino- 
|-nitrobenzene (Rec. trav. chim. 68, 
696 (1949)), which the investigator 
found to be 2000 times as sweet as 
sugar, the sweetening power of 2- 
amino-4-nitro-l-n-propoxybenzene 
was given as 5000 times that of 
sugar, and that of a related com- 
pound 2-amino-4-cyano-|-n-pro 
poxybenzene (5-cyano-2-propoxy- 
aniline), 2,5-PrO(CN)C,H.NH., 
was found to he 2500 times as sweet 
as sugar. 

The work of Profft shows even 
more marked differences in the ap- 
parent sweetening powers of this 
series of compounds. His results are 
eviven in Table 3. 


TABLE 3 
Sweetening Powers of Alkoxynitroanilines 
(According to Profft, 1950) 
(Sucrose — 1) 
Sweetening 
Compound Power 
2-Amino-1-methoxy-4-nitrobenzene 2150 
2-Amino-1-ethoxy-4-nitrobenzene 830 
2-Amino-4-nitro-1-n-propoxybenzene 3100 
2-Amino-1-n-butoxy-4-nitrobenzene 280 
2-Amino-1-isopropoxy-4-nitrobenzene 100 


\ comparison of the work of 
Profft (Deut. Chem.-Ztg. 2, 194 
(1950)) with that of Verkade as de 
tailed in Tables 2 and 3 shows a 
vast difference of opinion. Indeed 
the values quoted by both of these 


investigators for the 2-amino-4 





nitro-l-n-propoxybenzene, (5-nitro- 
2-n-propoxyaniline) (P-4000) are in 
relatively better agreement than 
the values for any of the other com- 
pounds which vary from almost 10 
times more sweetness as found by 
Profft for the methoxy compound 
than the value found by Verkade to 
about 4 the amount as found by 
Profft for the butoxy compound as 
the value given by Verkade. 

Differences in the purification of 
these substances may possibly ac- 
count for the wide differences 
found in the sweetening powers. 
Indeed Profft (Deut. Chem.-Ztg. 1, 
51 (1949)) claimed that prepara- 
tions of the propoxy compound 
which had toxic pharmacological 
side-reactions were impure and 
could be purified by chromatogra- 
phy to give a product melting at 49 
to 49.5 deg. C. which had only some 
local anesthetic activity. 

Profft has detailed some data 
concerning the crystal appearance, 
melting point and solubility of the 
alkoxynitroanilines. These data 
are tabulated in Table 4. 


TABLE 4 
Properties of Alkoxynitroanilines 
(Profft, 1950) 
Solubility 
mg./I. 
M.p. (22-23 


Compound Crystals deg.C. deg. C.) 
Methoxy sand-colored 124-125 105 
Ethoxy yellow 97-98 112 
Propoxy light orange 

yellow 49-49.5 91 


Isopropoxy copperbrown 114-116 432 


Butoxy yellow brown 58-58.5 81 
1-Hydroxy- 

2-amino- 

4-nitro- 

benzene 925 


As a result of his investigations 
Profft concluded that only the 
propoxy, methoxy, and ethoxy 
compounds were of practical impor- 
tance and that the latter two be- 
cause of their strong aromatic taste, 
which is not noticeable in the 
propoxy compound, are of no value 
for household use. However, he 
thought they might find some utili- 
zation on an industrial scale. 

Iwo other observations of Profft 
should be noted: the octyloxy com- 
pound has a sweetening power of 
about 4000 but is probably of no 
practical importance because the 
toxicity of these compounds ap- 
parently increases with increasing 
chain length. Of the various deriva- 
tives of the propoxy compound 
made by this investigator, in par- 
ticular, the N-acylated derivatives, 
the chloroacetyl compound, melt- 
ing at 107-108 deg. C. was the only 
derivative which remained sweet in 
taste. 
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PERFUMERY SPECIALTIES - ESSENTIAL‘ OILS - AROMATIC CHEMICALS 


POLAK & SCHWARZ, Inc. 667 Washington Street NEW YORK 14, (N.Y.) 
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N EWS and EVENTS 


ADA Panel Belittles Denti- 


frices, Stresses Brushing 


No toothpaste can stop decay, a 
panel of dentists concluded at the 
American Dental Assn.’s recent con 
vention in Cleveland. The discus 
sion centered on anti-enzyme 
claims, and the view was. that 
brushing of the teeth, not the kind 
of dentrifice, is of major impor 
tance. 


F.T.C. Revises Its Policy on 
Use of The Word “Free” 

In reversing its previous policy 
on the use of the word “free,” the 
Federal ‘Trade Commission — has 
ruled that goods given without cost 
upon the purchase of other me 
chandise may be described as “‘free’’ 
provided that the term is used hon 
estly and not to deceive the public, 
by setting forth clearly all the con 
ditions, by neither increasing the 
ordinary or usual price, reducing 
the quality, or the quantity of such 
an article. 

Under the former policy, the 
commission had prohibited the use 
of the word “free” to describe items 
whose acquisition was dependent 
upon the purchase of other met 
chandise. 


Chlorophyll Demand Falls 
Below Expectations 


Demand for chlorophyll has 
been disappointing, according to 
I. L. Daniels, president of Arche 
Daniels-Midland Co. Sales have 
been steady but have not increased 
as expected, he reports. The firm 
has discontinued chlorophyll pro 
duction at the Mankato, Minn., 
plant. 


Perfume Vending Machines in 
Theatres Reported Spreading 


Spreading installations of Pet 
fumatic vending machines in thea- 
tre lobbies of two major theatre 
chains, RKO and Stanley-Warner, 
are reported. The machines offei 
patrons a choice of four national 
advertised scents, at 10 cents a 
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spray, dispensed through nozzles. 
Twenty national brands are avail- 
able to operators from U. S. rep- 
resentative Jo-Lo Perfumatic, Jer- 
sey City, N. J. The Canadian- 
made machines are installed and 
serviced by operators and distribu- 
tors. 


J. I. Poses Heads Industries’ 
Philanthropic Campaign 


Jack I. Poses, D’Orsay Sales Co., 
has been named chairman of the 





Jack |. Poses 


1953 campaign of the cosmetic and 
drug division of the Federation of 
Jewish Philanthropies of New York. 
In accepting the chairmanship, Mr. 
Poses urged industry-wide support 
for the drive on behalf of the 
Federation’s 116 hospitals and so- 
cial service agencies. 

Charles Revson, Revlon Prod- 
ucts Corp., is among those serv- 
ing as the division's 
chairmen. 

The industry campaign cabinet 
includes, among others, L. I. Fur- 
lager, Furlager Mfg. Co.; Hugo 
Mock, Mock & Blum, Samuel Ru- 
bin, Faberge, Inc., and Richard Sol- 
omon, Charles of the Ritz. 


associate 


Mich. Chemical, Allied Indus- 
tries Assn. Final Golf Outing 


The Chemical & Allied Industries 
\ssn. of Michigan held its final 
golf outing of 1953 on September 
22 at the Plum Hollow Golf Club. 






T.G.A. Restricts Annual Con- 
vention to Member Companies 


The ‘Toilet Goods Assn., by 
unanimous vote of its Board of Di- 
rectors, has voted to restrict attend- 
ance at its future annual conven- 
tions to member companies only. 

Members, however, both active 
and associate, may invite guests to 
attend the convention provided 
those guests are not eligible for 
membership in the association. 
Representatives of companies 
which are eligible for either active 
or associate membership may at- 
tend the convention as guests of 
active members only and then only 
after attendance has received prior 
approval of the executive vice- 
president of the association. 

This completely reverses the pol- 
icy of the Association in the past 
under which any manufacturer of 
finished perfumes, cosmetics or 
other toilet preparations was free 
to attend the convention. Last year, 
for the first time, attendance by 
suppliers was restricted to those 
who were associate members. 


T.G.A. Scientifie Section 
Meeting December 9 


The Scientific Section of The 
Toilet Goods Assn. will hold its 
winter meeting on Wednesday, De- 
cember 9, at the Waldorf Astoria 
Hotel, New York. The meeting is 
restricted to representatives of the 
member companies. 


F.T.C. to Rule on Hayr Hair- 


Growth Advertising Claims 


An intensive advertising cam- 
paign by the Hayr Chemical Co. 
for Hayr, a product claimed to 
promote the growth of new hair 
in nine cases out of ten, and to 
stop excessive hair loss, has been 
planned but is waiting a decision 
by the F.T.C. as to the validity of 
the claims. Plans call for 1,000 line 
newspaper and half page and full 
page magazine advertisements. 
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a dramatic...exotic...sophisticated fragrance 


for perfumes and toiletries 


We present with pride — FRAGRINE — a skillful blend of the finest 
perfume materials used in the highest quality perfumes. 
A fragrance of sophistication, amazingly interpreted at a down-to-eart 
price that permits its use in a wide range of. products. 
Uniform .. . dependable . . . long-lasting. $9.50 the’ pound 

We'll be glad to send you samples for your own tests. 


Why not write us today. 
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SS CHICAGO «+ DALLAS + MEMPHIS + PITTSBURGH + LOS ANGELES + BOSTON 


MEMBER « FRAGRANCE FOU" 





Functions of Essential Oils Ex- 
plained by Expert to Perfumers 


Essential Oils from the Plant’s 
Point of View was the subject of the 
lecture by Dr. Donald Huttleston, 
curator of the Herbarium at the 
Brooklyn Bontanic Gardens before 
the first regular meeting of the 
American Society of Perfumers at 
the Advertising Club on the eve- 
ning of September 16. Dr. Huttle 
ston has an excellent scholarship on 
his subject, and spoke informally 
instead of from a prepared paper. 
As a result the lecture proved to be 
one of the most informative and in 
teresting ever given before the asso 
ciation. Numerous samples of vari 
ous plants were submitted for the 
examination of the members at the 
conclusion of the lecture. 

Some of the highlights of the le« 
ture were that essential oils are 
waste or decomposition products of 
the plant and are found in 60 diffe: 
ent families of plants such for ex 
ample as the mint, carrot, citrus, 
laurel, etc. They may be found 
all parts of the plant, petals, roots, 
leaves, stems, etc. However they are 
never found in the free state in liv- 
ing cells as they would be toxic to 
them. Instead they are found in 
dead cells. The essential oil is often 
found in the petals which hold glu 
cosides that are activated by fe1 
ments to give off the odor. 

The functions of essential oils dif 
fer in various plants. ‘They may 
serve as insect repellents as in the 
case of citronella or cedarwood. 
They may serve as protectors of the 
plant particularly in dry areas from 
browsing animals as for example 
the carrion cactus which smells like 
a dead horse. They may also serve 
as pollinators. Thus cértain odors 
attract insects such for ex: imple as 
bees which carry the pollen to othe 
blossoms of the same species. The 
scent guides the bees to the flowers. 
Bees from the same hive will gathei 
nectar only from the same flowers, 
as for example clover, even though 
other nectar bearing flowers are 
nearby. Essential oils may also at- 
tract insects which act as seed dis 
seminators and the oil may also 
serve in wind blown pollination. 
Stale scented or sickly sweet flowers 
attract fruit flies. 

In the first instance plants with 
basically the same essential oils are 
widely separated geographically. 
Thus lemon is a native of Asia, mint 
is a native of the Mediterranean 
littoral and verbena is a native of 
South America. In the same way in 
nature flowers with similar odors 


are widely separated geographically. 

There is a relationship between 
the odor and the color of flowers. 
Color attracts pollinating insects. 
Night blooming flowers are white 
to attract insects to them. Of the 
white flowers 15% are fragrant; 9% 
of the red flowers have essential oils 
while purple, blue and_ brilliant 
scarlet flowers are rarely fragrant. 
Butterflies prefer red and pink flow- 
ers. Bees are red-green color blind 
but see blue and yellow flowers. 
Most sweet scented flowers are pol- 
linated by moths or butterflies. Jas- 
min and tuberose are polling ited by 
moths. 

Dr. Huttleston is a nephew ol 
Roy J. Huttleston, Naugatuck Aro 
matics Inc. and vice president ol 
the American Society of Perfumers; 
and it was through him that the 
lecture was arranged. A record at- 
tendance was tallied at the meeting. 


Fragrance Foundation Conducts 
Perfume, Fragrance Seminars 


Perfume and fragrance seminars 
were held by ‘The Fragrance Foun- 
dation October 12-14 in the Hotel 
Washington, Washington, D.C. 

Retailers in the city of Washing- 
ton, as well as those within a 10 mile 
radius were invited to send selling 
personnel as well as buyers, met 
chandise managers and _ personnel 
from the display, advertising and 
training departments. Each session 
was complete in itself and was di 
vided into two parts: an expert from 
the essential oil field gave import- 
ant information on the story be- 
hind perfume, and how it is made; 
the executive director of The Fra 
grance Foundation spoke on how to 
sell fragrance products. There was 
also opportunity provided for ques 
tions from the floor. 


24th Exposition of Chemical 
Industries Nov. 30-Dee. 5 


The 24th Exposition of Chem 
ical Industries will be held Novem 
ber 30 to December 5 at the Com- 
mercial Museum and Convention 


Hall in Philadelphia, Pa. 


MeGuire Act Expected to Be 
Tested Before Supreme Court 


The McGuire Act is expected 
be tested early in 1954 before the 
U.S. Supreme Court in the case of 
Eli Lilly & Co. vs. Schwegmann. 

The McGuire Act was passed last 
year and enabled the enforcement 
of fair trade contracts in interstate 
commerce in the case of both sign- 
ers and non-signers. 


New DCAT Chairman: Sterling 


Drug’s S. I. Clark 


Stanley I. 
Sterling 


Clark, vice-president 
Drug, Inc., was elected 


Stanley |. Clark 


chairman of the 
and Allied ‘Trades Section — ol 
the New York Board of Trade 
(DCAT) at its 63rd annual meet- 
inz. Other oflicers who will serve 
during the next fiscal year are: 
vice chairman, Claude A. Hanford, 
president, Pharmaco, Inc.; treas- 
urer, Hugh S. Crosson, McKesson 
& Robbins, Inc. (re-elected) ; sec- 
retarv, Helen L. Booth (re-elected) 
James G. Flanagan, vice-president, 
S. B. Penick & Co., was re-ap- 
pointed counsel. 


Drug, Chemical 


Discusses Anti-Enzyme Tooth- 
paste Before A.D.A.C.1.0.M. 


The development and marketing 
of the Listerine anti-enzyme tooth 
paste was discussed by Dr. John R. 
Brown, vice-president and directot 


of research for the Lambert Phar- 
macal Co., division of Lambert Co., 
at a recent regular monthly lunch 
eon-meeting of the Associated Drug 
and Chemical Industries of Mis- 
sourl. 


Women’s National Institute 
Show November 2-8 


The Wemen’'s National Institute 
will hold its 30th annual Women’s 
International Exposition Novem- 
ber 2-8 at the 7Ist Regiment 
\rmorvyv, New York. A show-case for 
women’s organizations from many 
lands, among its attractions are 
beauty demonstrations. 


Beauty, Barber Shop Chain 
Issues Gift Certificates 

Che Terminal Beauty and Bar- 
ber Shop Chain, New York, Pitts- 
burgh, and Baltimore, offers $25 


vift book good for all services and 
products available in their shops. 
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When your perfume creation 





makes her a sensation, 


chances are, has helped 


The fragrance of quality makes a perfume pended on and widely trusted. 
distinctive. Fine perfumes are always ex- Let Norda help you produce perfumes of 


citing. The perfumes that subtly flatter are highest quality, great appeal. Norda’s good 


the perfumes that women prefer. scents are selling scents. Send for free 
Norda essences and fragrances are Norda samples today. 

widely used for distinguished perfumes. 

Norda’s years of experience, skill, and im- 

agination in producing and compounding 


creations for quality perfumes, are de- 


ESSENTIAL OIL & CHEMICAL COMPANY, INC. 
601 West 26th Street, New York 1, N. Y. 
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302 October, 1953 The American Perfumer 








AN 


»E 





ra = ro: 


' b 
Pg = * 


— = a 


Left to right: Hans F. Dresel; 1. Harry Goldenberg; John Henry, chairman, research committee, National Confectioners Assn.; C. R. Kroekel; 
Fred B. Jacobson, chairman; Otto Glaser; A. Rodney Murray; Prof, E. R. Bellemare, U. of Montreal; and Justin J. Alikonis, president, Am. 
Assn. of Candy Technologists, at the candy industry's sanitation seminar. 


Candy Industry Holds Its 
Largest Sanitation Seminar 


The largest sanitation seminat 
ever held in the U.S. candy indus 
try took place on September 15 in 
Philadelphia, Pa., reports Hans F. 
Dresel, Felton Chemical Co., and 
vice-chairman of the seminar com 
mittee. 

The meeting was sponsored by 
the Philadelphia group of the 
American Assn. of Candy Technol 
ogists, the National Confectioners’ 
Assn., the Penn. Mfg. Confections’ 
Assn., the Phila. Assn. of Mfrs. of 
Confections Chocolate, and the Re- 
tail Confectioners’ Assn. of Phila 
delphia. 


Drug, Cosmetic Credit Men’s 
Assn, Elects New Officers 


‘The Drug, Cosmetic & Chemical 
Credit Men's Assn. has elected the 
following ofhcers for the year 1953 
1954: chairman, Frank Breiter, J. 
Rabinowitz & Sons; vice-chairman, 
George M. White, Fritzsche Bros., 
Inc.; treasurer, Harold E. Mix, 
S. B. Penick & Co.; secretary, Miss 
Clare I. Gincel, Givaudan-Dela- 
wanna: and group secretary, Wm. 
Otte, 5th Ave. Protective Assn. 

Nominations were made by the 
Membership Committee, composed 
of Edward Larkin, chairman; Louis 
Candee, and Owen D. Clayton. 


BIMS of Boston Awards Prizes 
at Final Golf Tournament 


BIMS of Boston held their final 
39 golf tournament on September 
15 at the Nashua (N.H.) Country 
Club, and an excellent steak din- 
ner was enjoyed by more than 50 
members and guests. After a very 
successful season the organization 
had more prizes to award than at 
any other meeting in the last few 
years. 

Golf prizes were won by Robert 


J 
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Bennick, Arthur Perry, F. K. New- 
bert, E. E. Aldrich, David J]. O' 
Connell, and Harold Ingham. 

Door prizes were won by Wm. 
J. Swift. G. N. D’Amico, Jack 
O'Mara, C. T. Hoye, E. C. Ingham, 
and E. W. Johnson. The special 
prize of a radio was won by James 
\. Dugan of Dodge & Olcott at his 
first BIMS meeting. 

Chairman Hart Harris, Jr., of S. 
B. Penick & Co., announced that 
the BIMS winter party will prob- 
ably be held in February. 


Jasmin Crop Ample Dr. Karas 
Reports on Return from Trip 


Dr. Stefan Karas, accompanied 
by his daughter Miss Elise Marie 
Karas, returned on the Queen 
Elizabeth September 29 from a two 
months trip in Europe which in- 
cluded visits in London, Frankfort, 
Zurich, Paris and Grasse. While in 
Grasse Dr. Karas was the guest of 
several of the leading natural floral 
products producers, 

This year, he reported, the jas- 
min crop will be more plentiful 
and higher in quality than in re- 
cent years. Consequently it is ex- 
pected that the use of jasmin will 
be less restrained. One of the se- 
crets of the quality of French per- 
fumes (extraits), he pointed out, is 
the liberal use of jasmin as an in- 
eredient. 

Dr. Karas noted with interest 
that American cosmetics are fat 
preferred to those made locally in 
all parts of Europe despite customs 
and other regulations. He also ob- 
served that an increasing numbe1 
of American perfumers are opening 
branches in Paris and in. othe 
European cities. 


BIMS of Boston Complete Third 
Golf Tournament of Year 


The year’s third golf tournament 
was recently held by the BIMS of 


Boston at the Wheatley Hills Golf 
Club. 


First Important Introduction of 
Italian Perfumes in the U. S. 


The first large introduction of 

Italian perfumes into the United 
States has taken place with the ap- 
pointment of the Cosmetic Division 
of Italian Drugs Importing Co., 
225 Lafayette St., New York, N. Y. 
as exclusive American distributors 
for the perfumes and other toile- 
tries of the following companies: 
La Ducale, Parma, Italy; Paglieri, 
\lessandrea, Italy; Fontanella, Mi- 
lan, Italy; and Comm. Borsari & 
Figi, Parma, Italy. 
The perfumes particularly are 
notable for their artistic and dis- 
tinctive packaging, some of packag- 
ings simulating with marked fidel- 
ity, genuine water color painting. 
The toiletries offered by the com 
pany include toilet waters, powders 
and soaps. 

The four lines were displayed at 
the recent Drug & Merchandise 
Show in the Hotel Statler where 
visitors were greeted by William H. 
Stewart Jr. of the Cosmetic Divi- 
sion of the Italian Drugs Import- 
ing Co. Distribution in the United 
States will be through selected out- 
lets. 


New York Fire Dept. Revises 
Nail Polish Remover Rules 

New regulations affecting label- 
ing of nail polish removers have 
been issued by the New York City 
Fire Department. Bottles contain- 
ing four ounces or less of remover 
are required to carry the notice 
“caution keep from flame,” promi- 
nently displayed on the front label 
or directly above the directions in 
bold face type not less than four 
points. The labels are also required 
to be submitted for approval to the 
Division of Combustibles, N.Y. 
Fire Dept., room 1100, Municipal 
Bldg., New York 7, N.Y. 
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CHOLESTEROL IN ITS MOST ACTIVE AND EFFICIENT FORM. 
NATURALLY SUPERIOR FOR THE SKIN AND HAIR 


Yes, the AMERCHOLS ARE NATURALLY different, and NAT- 
URALLY better for the skin and hair. They are highly effective 
emulsifiers, emollients and penetrants. 


The AMERCHOLS are Natural non-ionic surfactants which we 
isolate in purified form from animal tissues. The AMERCHOLS 
are stable in the presence of acids, alkalies and most drugs 
and we know of no case of an allergy due to an AMERCHOL. 


Our research laboratories are available to you for advice and information on formulation. 


Write on your business letterhead for technical literature. 


AMERICAN CHOLESTEROL PRODUCTS 


INCORPORATED 
mL LT OWN . a tabi Tatty 


JOHN HORN 835-839 TENTH AVE., NEW YORK 19, N.Y. 
DIE STAMPING ENGRAVING EMBOSSING 


Telephone * Cable Address 
COLUMBUS 5-5600 HORNLABELS NEW YORK 


PERFUME BASES 


SOAPS oo COSMETICS 


DETERGENTS INSECTICIDES 


tLLINOUS 
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Five New Members Join 
California Cosmetic Assn. 


The summer lull was ended fon 
members of the California Cosmetic 
Assn. on Sept. 18, when they 
gathered at the Beverly Hills Hotel 
for their first meeting of the 1953 
54 schedule of activity. During a 
dinner served in the Rodeo Room, 
five new members were officially wel 
comed into the association by Ai 
nold L. Lewis, president. The new 
were—Kolmar Laborato 
ries, Inc., Natone Co., Century In 
dustries, Archer Label Co. and 
\very Adhesive Label Corp. 

Chairman of the event, J]. M 
Brinkerhoff, introduced represen 
tatives of Lloyd's of London, who 
conducted what proved to be both 
an interesting and informative 
panel discussion on the subject of 
Products Liability Insurance in its 
coverage of cosmetics and toiletries. 
The three insurance executives, au 
thorities in varied phases of prod 
ucts liability, were James H. Collins 
of Victor Montgomery General 
Agency, Inc., Arthur M. Morris of 
Marsh & McLennan Co., and 
Walter M. Lefler of Toplis & Hard- 
ing, Inc. 

Another high point of the eve- 
ning was the live audition of a new 
and novel television program pre- 
sented for the members by the 
Shamrock Advertising Agency of 
Los Angeles. With beauty care and 
treatment as the theme, the format 
of this show is designed for sales 
promotion of products manufac 
tured by association members. 

The California Cosmetic Assn. 
is composed of leading manutfac- 
turers and suppliers. In seeking to 
uphold the reputation and quality 
of approved and_ respected  cos- 
metics on the market, the associa 
tion endeavors to inform and assist 
the public in its purchases of cos- 
metics and toiletries. 


members 


C. M. Wiegand, Avon, Winner of 
Schultes Memorial Tournament 


Ihe BIMS Martin F. Schultes 
Memorial (golf Tournament) was 
held at the Wykayl Country Club, 
New Rochelle, N. Y., on September 
22. C. Monroe Wiegand of Avon 
Products, Inc. was the winner of 
the Martin F. Schultes Memorial 
Trophy with a net score of 68. 


New Firm, Calmac, Ine. to 
Market Zodiac Line 

A new company, Calmac, Inc. is 
being formed to market a new line 
{ perfumes and cosmetics unde 
the trade-name Zodiac, “The per- 
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fume of the stars.”” The firm will 
be headed by Cal J. McCarthy, Sr., 
who recently retired as senior vice- 
president and treasurer of the 
Ruthrauff & Ryan advertising agen- 
cy. 


Health Information Foundation 
Honors The Late S. B. Penick 


\ scroll paying tribute to the 
memory of S. Barksdale Penick, late 
founder of S. B. Penick & Co., for 
his contribution to the establish 
ment and operation of the Health 
Information Foundation has been 
presented by H.I.F. president John 
G. Searle to Mr. Penick’s son, S. 
Barksdale Penick, Jr., president of 
the firm, on behalf of his mothe: 
and company associates. 

Sponsored by drug, chemical 
and pharmaceutical and allied in- 
dustries, the organization collects 
and distributes factual information 
on health care, progress and serv 
ices in the United States. 


A&P to Install 250 Additional 
Beauty Departments in East 


Installation of 250 additional 
beauty and health aid departments 
in its New England stores has been 
planned by the Atlantic & Pacific 
Tea Co. 

Health and beauty products are 
carried in 78%, totalling 416, of 
New England’s supermarkets, ac- 
cording to a survey by the New 
England Newspaper Advertising 
Bureau, Boston. 


NBBMA Directors Dinner Meet- 
ing in New York October 27 

The board of directors of the Na- 
tional Beauty and Barber Manu- 
facturers’ Assn. will hold a dinner 
meeting on the evening of October 
27 in the Advertising Club, New 
York, N.Y. 


Bay Park Boat Service to 
Enter Perfumery Field 


The Bay Park Boat Service, San 
Diego, Cal., is planning to enter in- 
to the perfumery field, in addition 
to another operations, which in- 
clude the manufacture of an essen- 
tial oil compound for the sports- 
man trade. 


Food Colours Ltd. Montreal, 
Renamed Food Products, Ltd. 


Food Colours Ltd., Montreal, 
Canada, has changed its name to 
Food Products Ltd. The concern 
produces Caramel Sugar Colours, 
flavoring chemicals and seasoning 
products. 





Dr. M. Harris Views Keratin 
Chemistry for Chicago S.C.C. 


Keratin chemistry was the subject 
of guest speaker Dr. Milton Harris, 
director of the Harris Research 
Labs., Washington D.C., at the Oc- 
tober 6 meeting of the Chicago 
chapter of the Society of Cosmetic 
Chemists, held in Henrici’s Res- 
taurant, Merchandise Mart. Dr. 
Harris is a noted authority on the 
chemistry of hair and other related 
natural fibers. 

At the September meeting of the 
chapter, Archie R. Jackson spoke 
on the applying of statistical qual- 
ity control principles to cosmetic 
manufacturing. Mr. Jackson is di 
rector of Quality Control for the 
Allen B. Wrisley Co., and is also 
president of the Chicago section of 
the American Society for Quality 
Control. 


Arrow Labs., Ine. 
Occupies New Quarters 

\rrow Labs., Inc., New Haven, 
Conn., formerly located at 151 Tru- 


man St., has moved to 419 Chapel 
St. in the same city. 


Among Our Friends 


JOHN BEEKMAN RUST has 
been appointed research director 





John Beekman Rust 


for Shulton, Inc., and will head all 
research activities. 


GERALD F. BULLOCK, presi- 
dent of the Canadian Toilet Goods 
Mfrs. Assn., has been appointed 
president of Richard Hudnut Ltd. 
and the William R. Warner Co. of 
Canada. JAMES S. HAMILTON, 
recently general sales manager for 
Hudnut-Warner, has been pro- 


moted to vice-president of the two 
companies and assistant general 
manager. 







October, 1953 


305 





ee LG s f t ae : 
at j * . Ay % 
POPs. As ¢ NN 
Pore | ff XA 
ow A ’ j} } ow a gt 4.4, 
iy! MY } h oe A fo, 
> ao 







she wants. 
—YOURS! 


fOr imagif ns apart from e@inaty—such | 
s as can be b : to 
of outstanding 












The art of combining f 
est degree i in the Penick"Pabe 
creating floral odors true 4 to 

artists in the skies nd 
produce unusual P 


We shall beiBla Boasule wi 
~~ of to assist | ou in the devels al compound! 
and exchus | 





aromatics 







we 








on youpindividualjproblem J 










Perfume dases for perfumes 
ama men, and ma 


Write Dept. DC4 


PENIC 







é # 
Street, New York 7, N. 
COrtlandt 7.1970 






DISTILLERS OF RARE AND QUALITY ESSENTIAL OILS—MANUFACTURERS OF AROMATIC CHEMICALS 
| 


306 October, 1953 The American Perfumer| & 





MRS. BEVERLY STIANSEN, 
vice-president in charge of sales fon 
Mary Chess, has returned from a 
month's trip throughout the South 
and Southwest during which she 
worked with MISS FRANCES 
BALFOUR, southern Chess repre- 
sentative, on planned promotions. 


JULES BAUER has been ap 
pointed to D&O’s newly established 
post of coordinator of sales. He will 
work closely with Dodge & Olcott's 
vice-president C. O. HOMAN and 
PAUL 





Left, J. A, Dugan; right, Jack Hohhoff. 


sales manager SPERRY 

JACK HOHHOFF has been ap 
pointed by Dodge & Olcott as Fla 
vor Consultant to work out flavor 
ing problems with manufacturers, 
and in addition will spend time in 
the firm’s product development lab 
oratories. JAMES A. DUGAN has 
been appointed to the sales staff of 
the company’s Boston office. 


DR. ERNO LASZLO is on a 20 
cities tour in order to hold sym 
posiums in the stores that carry 
the Erno Laszlo line and services. 





PIERRE COUTIN of Roure 
Dupont Inc. was referred to as 
lrom the company’s New York of president of the Essential Oil Assn. 
fices. of the U.S. A. in an item in the last 


Jules Baver 






MOLDED 
EXCELLENCE. 


Just call or write for fast, | 
capable assistance on stand- 
ard closures or exclusive 
custom designed closures 
and packaging specialties. 
All standard sizes are avail- 
able in phenolics, ureas, 
styrene or polyethlylene. 
Samples and prices on 
standard stock items will 
be supplied promptly on 
request—estimates on spe- 
cialties will be forwarded 
upon receipt of your draw- 
ings or blueprints. Please 
address inquiries to Mack 
Molding Co., Inc., Main 
Street, Wayne. New Jersey. 


Mea ciLEe A 
(a 7e a VAGYL ane! 
¢ 


pecralhiws 





*eeeeee#eeeeeee ee ee 





> «supplies 
all 3 quickly, 
economically! | 


** + + + + © THREE FULLY-EQUIPPED PLANTS TO SERVE YOU ++ +++ 
WAYNE, NEW JERSEY + ARLINGTON, VERMONT + WATERLOO, P.Q., CAN. 


7 4) 


' 
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Brothers. 





issue. Mr. Coutin is secretary-treas- 
urer of the association. Waldo Reis 
iS president. 


DR. ERNEST GUENTHER, 
vice-president and technical direc- 
tor of Fritzsche Brothers, Inc., has 
left the West Coast for an exten- 
sive survey of essential oil produc- 
tion in Mexico and other Central 
and South American countries. He 
is expected back at New York head- 
quarters by late November. 


DANUTE PAJAUJIS, formerly 
with Dupont, has joined the per- 





Danute Pajauijis 


fume research staff of Fritzsche 


THE KEY INGREDIENT 


FOR FINER COLD WAVE 
FORMULATIONS 


AMMONIUM 
THIOGLYCOLATE 


by Halby 


@ OUTSTANDING QUALITY 

@ RELIABLE SOURCE and SERVICE 
@ CONSTANT UNIFORMITY 

@ ATTRACTIVELY PRICED 


BEAT Ue are 


WILMINGTON 99, DELAWARE 


SALES REPRESENTATIVES: 
Stanton Sales Co., Chicago 10, Illinois 
McNerney Chemical Corp., Los Angeles 23, Cal. 
V. & S. March, 6346 MacDonald Ave., Montreal 29, Que. 
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ihe bf 
PERFUME FUNNEL... 


and 
THIS TINY 
POWDER SCOOP 


7 Nop f w\\ Sa SF rT 
: | ~ KING SIZE 
OLD WORLD FRAGRANCES 
’ WITH NEW WORLD INGENUITY ¥ SALES 
Eg 
Ue I 
POLYETHYLENE 


for 
SCT MECC met 6 
Dr. Alexander Katz Co. 


division of 
Write for 
Los Angeles 39, California 


Branch Offices in Principal Cities i da Ne A 


251 FOURTH AVE., NEW YORK 10, N. Y. 





|THE C. E. ISING CORPORATION 


| MANUFACTURING CHEMISTS 


mk” a a ae AROMATIC PRODUCTS 


rm - . 
eee \ f FLORAL BASES 
RA of i ISOLAROMES 
>. SUPPOSITORIES 7: Sa swenti 


(Fixatives) 


p STYPTIC PENCILS 3 OUGE : 4 TRUODORS 


Te Ba ArT POWDER | | (For Perfumes and Toilet Waters) 
Bi 6 eaitteyp a | 
— ‘adhe foe lalalog —: FREES, | FOUNDED 1908 


A CAVALLA, INC. 163 West I8rm Srmerr, NEWYORK MY EY J S HI N G NEW YORK 


B-W LANOLIN U.S.P. 


EVENTUALLY—For better creams, with economy 


B-W Lanolin the superior quality puts into your cream that which gives the 
skin that smooth soft velvety feeling. 








B-W Lanolin will never cause your cream to darken, is best by test and con- 
tains over 15% free and combined Cholesterol. 


No other base used in your cream, equals the merits of B-W Lanolin. 


B-W HYDROPHIL (Absorption Base) Made in U.S.A. 


BOPF-WHITTAM CORPORATION 


Executive Office, Laboratory America’s Original Lanolin Producer Sales Office: 509 Fifth Ave. 
and Factory: Linden, N.J. ESTABLISHED 1914 New York, N.Y. 
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Sampler 


444— ABSOLUTE JASMINE—E 


A true simulation of absolute Jasmin 
Extraction. To be used to replace the 
absolute outright or in conjunction with 
the absolute. 


$25.00 per Ib. 


ALBERT VERLEY & COMPANY, INC. 
114-116 East 35th St., New York 10, N. Y. 


445——-AMBER SOLID NA 


An unusual fixative with a soft, sweet 
amber note for compounding almost 
any type of perfume oil for use in per- 
fumes, colognes, toilet waters and pow- 
ders. Invaluable in providing good, last- 
ing fixation. 

1 Ib. $12.00 1 oz. sample $1.00 


NAUGATUCK AROMATICS 
254 Fourth Avenue, New York 10, N. Y. 


446—CACHALOT C-50 

cetyl alcohol NF 
Pure white, crystalline, odorless cetyl 
alcohol. Fully meets all NF specifica- 
tions. Emulsifier, emollient, penetrant, 
stabilizer. Low price allows liberal use 
to up-grade your products. CACHALOT 
trade name assures uniform deliveries. 
SAMPLE: $1.00 POSTPAID: dif- 
ference between sample price and 
quantity price credited to first commer- 
cial invoice. 

M. MICHEL AND COMPANY, INC. 

90 Broad Street, New York 4, N. Y., Digby 4-3878 
ER TN A A I 
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NEW DUAL-USE COUPON 
for 

YOUR CONVENIENCE 

for 


1. Requesting Information or Literature 


2. Ordering Samples 


The handy coupon on the third page of the Sampler Sec- 
tion is divided in two sections. As you will see, one section 
is to be used only when further information and literature 
is wanted. The other section is for ordering Samples. 


Technical Abstracts 


Dental Paste. John B. Lewis and Leon- 
ard Kenner (to Ammi-Dent, Inc.). U. S. 
2,588,324, Mar. 4, 1952. 
ammonium phosphate in proportions ade- 
quate for checking Lactobacillus acidoph- 
ilus are dissolved in a neutral base, e.g. 


Urea and dibasic 


sorbitol, glycerol, or water, in which the 
phosphate will not hydrolyze. As a pre- 
servative a bis (hydroxy-halophenyl) al 
kane (ie. bis (2-hydroxy -5-chloropheny])- 
menthane or bis (2-hydroxy-3,5,6-trichloro- 
phenyl, methane) is incorporated by first 
dissolving it in the flavoring oil. Na do- 
decyl sulfoacetate, glycine, carboxymethy|- 
cellulose, and flavoring are added. Joachim 
Anschel. Chem. Abs. 46, 10, 4751. 


Hair Waving and Setting Solutions. 
Milton H. Schwarz. U. S. 2,540,494, Feb. 6 
1951. For cold waving of hair first a wav- 
ing and then a setting soln. contg. oxidiz- 
ing agents, such as Na or P perborates, 
bromates and iodates, and the like are 
used. A sample waving soln. is composed 
of 26-28% NH, water 90, H,O 800, casein 
(or soybean protein) 15, and thioglycolic 
acid 64 g.; it has a pH of 9.3. The setting 
soln. is composed of H,O, (20 vol.) 60 ml., 
anhyd. citric acid 2, tartaric acid 2 g., and 
H,O q.s. to form a pt.; its ph is 3. Chem 
Abs. 45, 8, 3569-70, 1951. 


447—CETONE L 


An integral part of the Lavender flower, 
created specifically to enhance the top 
note of Lavender or cologne formula- 
tions. 

1 ib.—$18.00 


448—CHINETTE—-MODERN 
CHYPRE TYPE ODOR 


An old stand-by of great popularity— 
Highly recommended for perfumes and 
colognes. Same odor also available for 
creams. 

Price per ib.—$22.50 


POLAK’S FRUTAL WORKS 
Middletown, New York 


449—FLORALIZER +12 


A pure synthetic chemical which adds a 
neutral sweetness to compounds. Pro- 
vides lift, freshness, roundness and pos- 
sesses a stabilizing effect against poly- 
merization. A useful extender for Ylang. 


1 Ib.—$4.50 


FINE CHEMICALS DIVISION OF 
SHULTON, INC. 
630 Fifth Ave., New York 20, N. Y. 
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450——FLORDINE 

New, Aldehyde-type Concentrate 
This fine perfume oil, with its long- 
lasting fixative qualities, has the dry, 
aldehyde-type fragrance found in the 
highest priced perfumes. Yet its ama- 
zingly low price allows it to be used 
in a wide range of popular priced cos- 
metics and toiletries. 

2 oz. sample $1.50 1 Ib. $9.50 
AROMATIC PRODUCTS, INCORPORATED 
15 East 30th Street, New York 16, N. Y. 





451—GARDINE 

Vivid Floral Reproduction 
Here is an exceptionally flowery re- 
production of the natural Gardenia. A 
perfume oil that retains its character 
over an unusually long period of time. 
Especially fine for perfumes and toilet 
waters. May also be used in creams, 
powders and lotions. 
2 oz. sample $1.50 1 Ib. $9.50 
AROMATIC PRODUCTS, INCORPORATED 
15 East 30th Street, New York 16, N. Y. 





452——HEATHER +238 


Specifically developed for the popular 
new aerosol shampoos, this new D&O 
fragrance is basically a sweet grass com- 
position . . . reminiscent of meadows in 
the springtime. Should be used in a 
proportion of 0.25%. 

$4.50 per Ib. 1 oz. sample $.50 

DODGE & OLCOTT, INC. 

180 Varick Street, New York 14, N. Y. 
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Terpeneless Essences in Perfumery. 
Fernand Caujolle and Paul Couturier. 
Ind. parfum. 6, 56-9 (1951).—Methods of 
prepn. of terpeneless oils, yields obtained 
from various essential oils, and the proper- 
ties and present and potential pharmacol 
applications of the products are described. 
B. A. Chem. Abs. 46, 10, 4734. 


Tooth Lacquer, Johann Singer. Aus- 
trian 167,113 Nov. 10, 1950. The tooth 
lacquer for cosmetic purposes consists of 
a mixt of AcOAm 40-50 celluloid 20-30, 
7nO_ 5-10, 
1-7%. Insol. dye pigments may be ad- 
mixed, F, Epstein. Chem. Abs. 46, 16, 7720. 


acetone 8-12, and castor oil 


Hair Dye. Hyobei Hiruma, Japan $775 
50), Oct. 27. 
starch 4, 


A mixt. of tannic acid 1.5, 
S 0.2 and tartar emetic 0.2 g. is 
mixed with 1 g. p-C,H,(NHg)2, heated with 
a suitable amt. of water, cooled, and 20 g. 
H,O, is added. Chem. Abs. 46, 20, 9810, 


1952. 


Emulsion for Hair Waving. Nagato 
Fijita and Tadatoshi Mugino (to Nassan 
Chemical Industries Co.). Japan 4236 ('50), 
Noy. 30. The Zn or Na salt of formalde- 
hydesulfoxylate is made alk. with NH, to 
give the Zn or Na salt of NH,CH,OSOH, 
and this is emulsified with oil with the 
addn. of an emulsifying agent. Chem. Abs. 
46, 20, 9810, 1952. 


Sampler 





453——-MUSCARO W 


A powerful fixative, replacing natural 
musk. Blends, intensifies and unifies all 
components. Readily soluble. 


ye ee eee ree ger ere eae et $30.00 
D Ge, GORD cc cs cccvevedans $1.95 
Va Ob. GUMBO occccccccueees $1.00 


SCHIMMEL & CO., INC. 
601 West 26th St., New York 1, N. Y. 





454—MUSK—T 


A faithful reproduction of Natural Ton- 
quin Musk. A solution of 2 ozs. to 1 
gallon successfully replaces the natural 
tincture 4 ozs. to 1 gallon. 


$50.00 per Ib. 


ALBERT VERLEY & COMPANY, INC. 
114-116 East 25th St., New York 10, N. Y. 





455—RESEDALIA 


An acetal of great value to the per- 
fumer. A small amount added to floral 
compositions produces dramatic effects. 


$1.25 per ounce 


VERONA CHEMICAL COMPANY 
26 Verona Avenue, Newark, N. J. 
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456——ROSAMINE 


A delightful fragrance especially de- 
signed for use in cosmetics such as cold 
cream, vanishing cream and hand cream, 


Price per Ib.—$10.00 


POLAK’S FRUTAL WORKS 
Middletown, New York 





1. SEPTEMBER SAMPLER 


items as circled below. 


444 447 450 
445 448 45] 
446 449 452 
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& Essential Oil Review 


INFORMATION REQUEST FORM 


Please have further information and literature sent on 


SVUTTTTTTTTUTEVETTOUUTTSTOTVONEETEUUUTEETUNITEFTONCUUEVOREVEUTERETOV YONI ICTONT 


Cold-Wave Lotions. Otto Leberle. Aus- 
trian 169,458, Nov. 26, 1951. Salts of 
HSCH,CO,H are purified by recrystn. The 
odorless solns. so obtained are brought to 
pH 9-10 with borate buffers, and prepns. 
contg. cholesterol or lecithin, preferably in 
form, are then added. The 
borate buffers have addnl. hair-softening 
properties. E.g., HSCH,CO,Na 2-10, borax 
2-5, a mixt. of primary and secondary Na 
borate 2-6, and cholesterol 0.25, g. are dis- 
solved in 100 cc. H,O. Chem. Abs. 46, 22, 
11598, 1952. 


emulsified 


453 456 444 447 
454 445 448 
455 446 449 


Please attach coupon to your company’s letter head or comparable identification. 


2. SEPTEMBER SAMPLER 
ORDER FORM 


Please have samples with invoices to cover sent on 
items as circled below. 


Sampler 





“The Sampler is always welcomed and 
read with much interest. It is a help- 
ful source of information and we thank 
you for it.” 


—from a letter written by the 
Laboratory Director of one of the best 
known cosmetic and perfume manu- 
facturers. 





UC TEETER EECA ET ET ST EA EERE TEEGATE ATT OLAS TREOUUGSUOMRDEA SUED CUUSTNOEDACUDUSURA NU GSMETUTOTUEUSONUEOVUSUOOCUSOSGOSUENDOCSOSUGOEOADSBEUOOOUCSCUANAOUNEOEOEOEONRODOSVEGEGaCeOooensesuLeOnnecocneneuenecoeneaenesten’ = 


AMERICAN PERFUMER 48 West 38th Street, New York 18, N. Y. 


450 453 456 
45] 454 
452 455 
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= \cvnivauaugnenncceveransnnanensneyeeeenoreneteOeeADODOH0L20000800020000S04RARA8¢URANGURSRSMENNNEEEaEETeREneDesamuREReSmReRMNTN an eeE TNT ANGAINGAD UA1/625 04000 ULMARAAAAPERDUDOADAALAAALSSULALO0¢RSANLASOERALIGOLALOOSOORLLSAAORNDAAAAOS AD I00LESOCLAAAELALLLAOOLOOOTSDCLADASAOECAAAOUGASOCONOULULOROEDOGNLOGOCMAASULLRRALER EERE ACS 


October, 1953 


311 








Deodorants? 
Anti.p 


You can make 
them better 
with... 


CHLORHYDROL 


Chlorhydrol* (Aluminum Chlorhydroxide 
Complex) is Reheis’ answer to the search for 
a really effective astringent and anti- 
perspirant. Maintains necessary astringent 
qualities without possessing the corrosive 
qualities of normal aluminum salts. Both the 
skin irritation normally found in aluminum 
chloride preparations, and the fabric 
destruction associated with aluminum 
chloride, aluminum sulphate, and other 
aluminum salts are eliminated in 
Chlorhydrol* compounds. And it’s only 
mildly acid—needs no buffering. 


Send for our free descriptive booklet today. 


*Registered Trade Mark 





REHEIS COMPANY, INC. 
Manufacturers of Fine Chemicals 


BERKELEY HEIGHTS +» NEW JERSEY 
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National Ad Tie-Ins 


=~ E practice of stressing those products which have 
received the most national advertising in window, 
open displays, and in suggestion selling, has stepped up 
sales of cosmetics in the Liepe Pharmacy, Milwaukee. 

The store’s cosmeticians closely observe newspaper, 
magazine, radio, and television advertising for cos- 
metics. Products which receive the most advertising are 
then spotlighted in the store. 

In this way, the window displays become more effec 
tive, and the suggestion selling by cosmeticians has a 
note of timeliness. 

The store constantly displays cosmetics in its win- 
dows, which are changed every 3 weeks. Products dis- 
played on counter tops and in open fixtures are also 
changed frequently in order to feature current manu- 
facturers’ specials being emphasized in national adver- 
tising.—A merican Druggist. 


Clerk Service in Supermarkets 


LERK-SERVICE is replacing self-service in the toil- 

etry departments of most Food Fair supermarkets. 
Food Fair is a chain headquartered in Philadelphia, 
operating all along the east coast. 

Describing what he calls a “counter-trend” against 
self-service selling on toiletries, Henry Lotz, Food Fai 
toiletries buyer said: 

“Not only has clerk-service in toiletry departments 
been accepted by Food Fair customers—but it permits 
the store to make more sales of related items. 

“The trouble with self-service is that it caters almost 
exclusively to impulse sales. If a customer doesn’t see 
everything she wants, she won’t buy as large a variety 
of items. If a salesperson is in the area, however, the 
customer can either ask the clerk for another item, o1 
the clerk can remind her of related items. 

“If you don’t have related items on display, custom- 
ers go elsewhere. With clerk-service, we can supply the 
family’s entire health and beauty aid needs—with the 
exception of prescriptions.”—American Druggist. 


Cosmetic Excise Tax Collections 


OSMETIC excise tax collections for the years of 

1951 and 1952 and also the collections for the 
months of 1953 so far issued are given in the table 
following: 


1953 1952 1951 
January $13,123,480 $11,547,853 $12,255,363 
February 13,859,961 14,338,420 12,867,842 
March 7,805,077 7,248,879 8,534,569 
April 9,236,101 8,218,865 5,746,348 
May 9,286,470 9,174,622 9,293,461 
June 8,875,000 8,253,649 8,622,275 
July 9,996,000 9,357,443 8,901,311 
August 8,849,488 10,252,706 
September 8,523,241 7,698,854 
October 8,439,370 9,365,932 
November 7,878,976 8,916,488 
December 10,432,117 8,974,245 
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EUGENE N. WEST, former as- 


sistant sales manager of the Lever 





Eugene N. West 


division of Lever Brothers Co., has 
joined the Mennen Co. as field 
sales manager. 


SIDNEY FACTOR, export ex- 
ecutive of Max Factor & Co., ac- 
companied by his wife, is currently 
on a ten weeks’ trip to Brazil, Ar- 
gentina and Chile. They expect to 
return the middle of December. 


PIERRE BACHMANN, who 
joined the staff of L. Givaudan & 
Cie, S.A., Vernier-Geneva, Switzei 
land, in 1944 as a production chem 
ist, has been appointed a lecture 
at the University of Geneva. 


HARRY A. HAUS, vice-presi 
dent and general manager of the 
House of Tangee, and Mrs. Haus 
are on a two-months’ tour of Brazil, 
Argentina and other South Ame) 
ican countries. 


PIERRE T. DELEAMONT has 
been appointed by van Ameringen 
Haebler, Inc. to its New York sales 
stall, 


KE. J. ROSENBERG has been ap 
pointed president of Balenciaga 
Perfumes, Inc., the American firm 
responsible for the sale and pro 
motion of Balenciaga perfumes in 
the Western Hemisphere. 


RUSSELL H. BRUNDAGE and 
JOSEPH A. DEIMLING have been 
named assistant managers of the 
promotional and merchandising ce 
partment of  Colgate-Palmolive 
Peet Co.'s toilet articles division 


GEORGE LOFT has been ap 
pointed public relations manage 
of Atlas Powder Co. 


FRED J. BEYER is chairman of 
the essential oil division of the 
Laymen’s National Committee, 
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13th 
Week, 


annual Na- 
October 19 


sponsot ot the 
tional Bible 


or 
through 25. 


MRS. FRANCES C. HOLLIS, ex- 
ecutive vice-president of Mary 
Chess has returned from a _ three 
weeks’ business trip to the West 
Coast. 


MILDRED H. TUTTLE has 
been elected president of ‘The 
Kurlash Co., succeeding her late 
husband, WILLIAM R.TUTTLE. 


ROBERT W. MONTGOMERY 
has been transferred from the 
Fritzsche Brothers Philadelphia 
branch to the company’s head- 
quarters at New York. ROBERT 
M. HUGHES replaces him in the 
Philadelphia territory. Other new 
representatives include FRANK J. 
McNAMARA, who will travel out 
of the New York office, and 
PARKER SCHWAMB, who will 
assist Los Angeles’ staff manager 


STANLEY CROUCH. 


JOHN L. BRICKER, 


promotional and 


assistant 
merchandising 





John L. Bricker 


manager, has been promoted to 
assistant sales manager in the home 
ofhce sales department of Colgate 
Palmolive-Peet toilet 


division. 


Co.'s goods 


MISS ANN C. MULHERN has 
been appointed representative far 
Krno Laszlo Institute 


WILLIAM H. NENSTEIL has 
been appointed East Coast sales 
representative by Robert Gair Co. 
lor all types of Gair folding car- 
tons, with the emphasis on special 
ties. He has opened an office at 385 
Kast Green St., Pasadena’ 1, Cal. 


HAROLD E. LANCASTER has 
joined the perfume department of 
F. Ritter & Co. 


GLENN 
with Atlas 


“RODDEY, formerly 
Powder Co. and the 





Glenn Roddey 


Ninol Labs., has joined the Alrose 
Chemical Co. at their New York 
offices 


Obituary 


William H. Dunney Sr. 


William H. Dunney Sr., first 
president of the American Society 
of Perfumers, of which he was one 
of the founders, and a perfumer for 
many years for Ungerer & Co. and 
the Antoine Chiris Co., died Sep- 
tember 7. He had 


been in poor 

health for over a year. 
Mr. Dunney was not. only a 
skilled perfumer himself but he 


was interested in advancing the 
art in this country. As a result of 
his broad experience and his inter- 
est in his chosen profession and 
his spirit of helpfulness at all 
times he won the respect and affec- 
tion of all who had the privilege 
of knowing him. A tribute to his 
memory was paid by President 
Albert Dillinger at the September 
meeting of -the American Society 
of Perfumers. His son, William H. 
Dunney Jr. is well known as the 
perfumer for Ungerer & Co. 


Edward J. Walker 


Edward J. Walker, 68, retired 
Owens-Illinois Glass Co. executive, 
died recently in Orlando, Fla., of a 
heart ailment. 

Formerly assistant manager it} 
charge of prescription ware sales in 
the glass container division of 
Owens-Illinois, Mr. Walker retired 
a year ago and had been living in 
Winter Park, Orlando suburb. 

Surviving are his wife Hazel, his 
son Edward J. Jr., Toledo, O., and 
his daughter, Mrs. Robert S. Bots- 
ford, Jackson, Mich. 
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INVESTIGATE EVANS CHEMETICS’ Soleauromes 
complete private brand manvfacturing and Solub-Oils 
custem packaging facilities . . . 













@ rapid, volume pro- e@ large and experienced 
duction to your research staff. 
specifications. 
@ bulk manufacture of . ot quality 
liquids, creams, ‘ 
and solids. @ no account too large. 
@ automatic filling and 
packaging equipment. @ confidential service. 


We specialize in toilet goods, chemical specialties, 
proprietaries, and cosmetics. Dr. Alexander Katz Ce. 







Write or phone division of 
EVANS CHEMETICS, INC. F. RITTER & CO. Perse ee 
250 East 43rd Street @ New York 17, N. Y. Les Angeles 39, Califernia for Lipsticks 






Phone: MUrray Hill 3-0071 






Branch Offices in Principal Cities 





















LIPSTICK - COLOGNE - DEODORANT 
STYPTIC PENCILS - MASCARA 
SUPPOSITORIES i 


PROGRESSIVE LABELING MACHINE, Inc. 
137 West 22nd St., New York 11, N. Y. 


ROUGE COMPACT POWDER 
PUNCHES FOR TABLETS 


also 
FOOT & POWER PRESSES FURNISHED 


ONSOLIDATED 
Estoblished 1858 FRUIT JAR CO. 


NEW BRUNSWICK, NEW JERSEY 


SHORT MEAL GOOOS : SPOUTS : SPRECKiM® TOR : BOGE Case 











Aromatic Chemicals 
FOR PERFUMERY AND FLAVORS 


iso Propyl Quinoline ¢ Isebuty! Quineline 
Ethy! Anthranilate e Butyl Anthranilete 





Skatel 
Linaly! Anthranilate ¢ Linelyl leebutyrate ) DIE AND LABEL COMPANY 
Creators of fine Labels, Tags and Packages 
; R : U 154 WEST 14th STREET, NEW YORK TILNY 
EAiRMO NY 


600 Ferry Street 3 © Meowerk 5, MM. J. 
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Oils, Aromatics Demand Rising 


HERE has been a moderate 

upturn in the demand for es- 

sential oils, aromatic chemi- 
cals and other closely related ma- 
terials used in toiletries, proprie- 
taries, perfumes, soaps and othe 
finished products. The upturn was 
not as pronounced as some had an- 
ticipated but a further broadening 
in sales with the start of the Fall 
manufacturing season is indicated 
by the demand and the nature of 
the business. 


Citrus Oils Uncertain 


The outlook in citrus oils ap- 
pears highly clouded since it is not 
yet known whether inventories in 
the hands of extract manufacturers 
have been sufficiently reduced over 
the summer months to bring about 
a wave of replacement purchases. 
Sales of finished goods, namely the 
summer line of foodstuffs and bev- 
erages, were spurred by the ex- 
tended period of dry hot weather 
over the greater portion of the 
country. However, in some quar- 
ters it is felt that consuming man- 
ufacturers had more or less wel- 
comed the increased activity which 
served to offer an opportunity to 
reduce fairly heavy stocks of vari- 
ous materials. 

Lemon oil remained scarce and 
extremely high in price. Output 
continued to lag behind the de- 
mand, and continued rejections of 
imported lemon oil from Italy 
served to place an additional strain 
on the demand for Califernian 
lemon oil. 

Some houses are predicting a 
rather decided turn in the lime oil 


market. On the basis of late re- 
ports from Mexico, consumers 
here who had been depending 


upon reserve stocks may find that 
they will have to pay considerably 
more for the limited quantities of 
oil that are currently available in 
Mexico for replacements. Heavy 
orders have appeared in the Mexi- 
can market for fresh fruit espe- 
cially for the account of buyers on 
the West coast. A portion of this 
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demand for the fresh fruit was at- 
tributed to the introduction of a 
new dehydrated lime drink. The 
tightening in the availability of 
fresh fruit will, it is feared, result 
in a reduction of at least 40 per 
cent of lime production in Mexico. 

Lavender and lavandin attracted 
more attention on reports from the 
primary market that the flower 
crops were short this year and were 
considerably affected by unsatis- 
factory weather conditions. Poor 
crop reports were also coming out 
of Spain, which in turn served to 
have a supporting influence upon 
such articles as rosemary, thyme, 
spike lavender and a few other 
articles. 


Peppermint, Spearmint Oils Drop 


‘The downward trend in pepper- 
mint oil prices that started at the 
beginning of the distillation of the 
new crop continued, and spearmint 
suffered a severe decline as increas- 
ing stocks of new oil appeared on 
the market. Production of spear- 
mint oil is expected to be fairly 
heavy this year, especially in 
view of the increasing quantities 
produced on the West coast. In 
previous years virtually all of the 
oil came from the Mid-West. How- 
ever, it appeared that some bear- 
ish influences were at work which 
in turn caused prices to fall faster 
than anticipated. The new inside 
price of spearmint oil of $6 per 
pound was subject to shading. 
This figure is in sharp contrast to 
the price early last year which was 
around $8 per pound. 


Glycerin Reduced 


The late reduction of three cents 
a pound in glycerin prices came 
as a surprise in the face of sharply 
reduced imports of foreign mate- 
rial over the past several months 
and a seasonal drop in domestic 
production. The break came, the 
first in a long while, when the only 
single producer of synthetic mate- 
rial cut its price. 


It is quite likely that the break 
in the market for refined glycerin 
will bring about lower prices for 
crude, since refiners of natural 
glycerin point out that they cannot 
afford to pay high asking prices for 


crude and sell refined material at 
lower prices. 
Vanilla bean prices moved 


higher with all varieties attaining 
the highest level in several years. 
Rosin prices stiffened, and follow- 
ing a slight setback, carnauba wax 
displayed a greater degree of 
strength with local prices edging up 
closer to the high level of replace- 
ment costs in Brazil. 


Vanilla Beans Climb 


The rise in vanilla beans had 
been long overdue. Production in 
France had been neglected over the 
past several years by low prices and 
smaller crops have perhaps been 
more keenly felt this year due to 
sizable purchases for the account 
of large extract manufacturers. 
Some trade observers point out 
that this year will prove an unusu- 
ally good year so far as sales of 
vanilla beans are concerned. Ship- 
pers in Mexico have been reluc- 
tant to offer beans in the light of 
the steady and persistent rise in 
prices for the Bourbon beans. The 
November crop in Mexico should 
be ready in February for cut beans 
and in June for the whole beans. 
There are sounds of warning in the 
trade, however, in the light of the 
rapid rise in bean prices over the 
past several months. Buyers are 
likely to show greater resistance to 
the high prices, it is pointed out. 

While the menthol market 
showed a greater amount of stabil- 
ity towards the close of last month, 
the future remains highly clouded 
by the appearance of lower priced 
offerings of synthetic laevo mate- 
rial. Only insignificant amounts of 
Japanesé menthol were available 
in this market and small lots afloat 
were reported as earmarked for 
direct consumption against pur- 
chases made earlier in the year. 
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(Quotations on these pages are these made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS 


Prices per lb. unless otherwise 
Almond Bit, FPA per lb. 3.40@ 
Ee eee eee I8@ 
Apricot Kernel ......... A0G 
PTT eT 1.65@ 
Angelica Root .......... 68.00G 
Angelica Seed .......... 55.00@ 
Se REE, sy seseuns« 2.25@ 
Dl: Shieh s sos 50000000 50% 1.50@G 
rr 11.25@ 
ND cc ceanab wee ne 3.004 
Birchtar, crude .......... 1.80G 
Birchtar, rectified ........ 2.55@ 
OD 4 ckeesne Ket 3.85@ 
eS a ae 2.30@ 
Cajeput (technical) 2.00G 
ee ere 
Camphor “White” 254 
Cananga, native ......... 950@a 
NE od Ci neelet 12.10@G 
EET 5cen008s 000s 2.00@ 
oan se cuwen 28.00G 
PEE. cc ecsnndosecues 35.004 
Cassia, rectified, U.S.P 8.004 
Comer fot, UBF. »-.20> 2.15@ 
Ce TIGG vc cckcd vues A8@ 
DT <scdundesascons uses 16.50@ 
Chamomile Hungarian .. .165.00@ 
Cinnamon 
7 errr TT 
A oe Ba ina 1.35@a 
Citronella, Ceylon ....... 5G 
Roe ee ert 154d 
ee eee A8G 
Cloves, from buds ....... 8.25@ 
BEE cn ehbbe send esencke 1.50@ 


Exclusive... 
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EEN. Seuss esswaeesoac 2.00@ 2.35 Neroli 
sted Coriander sh wae w saee 17.50@ 25.00 errr rrr er re 75.00@ 100.00 
ep PR Sica sr saaptane sess 4.35@ 5.25 Nock aise nee nee 210.00@ 270.00 
3.80 Econ ahaa xeweto se 150@ 5.20 Nutmeg, East Indies ..... 3.00@ 3.65 
90 Dill Ocotea Cymbarum ....... .65@ 90 
09 WOE ccicisew nis eesede 3.75@ 4.50 NE xctirescreancaex 5.60@ 7.85 
2.00 Seed, Indian .......... 2.90@ 3.40 OROROMEE occ ccccrccccees 45.00@ 48.00 
100.00 ON RSP ree oe 6.00@ 6.85 Orange, Florida ......... 80G 1.10 
90.00 Eucalyptus PE Ave seceveen vans 3.90@ 5.50 
3.00 ae AA Deas sie tag 904 1.20 le MD. oscccecceees 1.25@ - 
2.10 SN Sc sataeks sheer 15@ 1.25 errr 804 — 
14.25 Fennel, Sweet ........... 240@ 3.00 OEE inc cccsccsncas 2.15@ 2.85 
1.76 SNE OOM) Soe ne ewes ae 9.00@ 11.00 Orris Root, concrete (0z.) 650@ 8.75 
2.10 EL ws cascsassusen 2.90@ 3.30 Concrete, extra ........ 12.00@ 15.00 
2.85 Geranium, Rose, Algerian 9.00@_ 11.75 ES eee 7.85@ 10.50 
4.50 Nee 10.25@ 12.00 Pennyroyal, European 2.00@ 2.50 
3.00 SEE. 36s vaxc swe wears 6.00G 6.75 Peppermint natural ...... 4.50@ 5.00 
2.25 REE once eeencee nes 1.50@ 5.00 | Ere 41.95@ 6,50 
22.00 MOE <2 ae ceeecaseiaens 11.40@ 13.00 POUMBTOEM co ssccccoseccece 2.35@ 2.85 
42 Guaiac (Wood) ......... 1.25@ 1.75 Piemete, BORG oo ccccsces 450@ 5.15 
10.25 baie vine Sa eneae 2.15@ 2.75 SS rer ee 2.30@ ~=2.90 
12.75 Jasmin ...........000++-240.00@ 285.00 Pinus Sylivesiris .....20+ 240@ 2.85 
2.85 Sanipor Barty . os. .ssies. 2.85@ 3.50 PED, oenea eases sosees 3.15@ 4.00 
35.00 SE BORE ois vvievaceecnse 985@ 12.60 Rose, Bulgaria (oz.) .... 55.00@ 70.00 
40.00 DE, Sexes dah aeunaen'e 2.15@ 3.00 ee 30.00@ 35.00 
Nom’! Lavender, French Rosemary, Spanish ....... 654 95 
3.00 40-42% ester ........2- 5.75@ 7.35 Sage 
.60 30-32% ester .....0000 3.30@ 4.80 POE ccvivenswcesstes 2@ 1.25 
20.00 MN 44544554 500.00d 1.60G 2.00 SO. ik nccdevevess 7.00@ 8.35 
255.00 BUN, SE: ces seas 7.25@ 7.50 Sandalwood, N. F. ...... 10.00@ 10.75 
FRR errr 6.75@ 9.00 Sassafras 

40.00 CNN 6 ceca 1.05@ 1.30 EE. cis si diane oan A5@ 65 
3.00 Limes, distilled ........ 6.25@ 740 ee er 30.50@ 32.00 
90 UNE, Gs wskG weewes 7.85@ 9.50 EE, wicenncenneens 6.00@ = 6.75 
1.00 LANOO WOON .o.ccccccs 3.25@ 4.15 PEE. ck hue cdc gnuanenes 2.25@ 2.75 
65 Sewn MO) ic snancncces 10.00@ 12.00 Sweet birch Southern 2.10@ 3.00 
9.15 NN pate in ak Rin cc ater 2.75@ 3.85 TI sdb ccwinnonnnd 4.954 8.00 
2.00 NEE chnsanewee avons 180@ 3.00 WO Nien cadsiccassumisns 8.35@ = 9.00 


Smart 


Packaging 


with Young's Rosette 


SNAP HINGE BOX 


110 Kenyon Avenue 
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Beautiful, eye-catching 
snap hinge packages for 
your products .. . featur- 
ing Young’s Rosette Snap 
Hinge made only by 
Douglas Young, Inc., and 
licensed box manufac- 
turers. Patented in the 
United States, and patents 
pending in. Germany, 
France, England and 
Canada. 


Pawtucket 





for UNIFORM PURITY 
UNIFORM TEXTURE 
UNIFORM WHITENESS 








Experimental data and prac- 
tical manufacturing experience of nearly 
100 years’ specialization in beeswax and beeswax 
compounds are at your service without cost or 
obligation. Write about your beeswax problems to 
WILL & BAUMER CANDLE CO., INC., Syracuse, 
N. Y. Est. 1855 


Spermaceti—Ceresine—Red Oil—Yellow Beeswax —Composition 
Waxes — Stearic Acid — Hydistear 
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ee CE asciteneseare 1.85@ 
ME cledinvwennwee®s 2.004 
Valerian, extra .......... 100.00@ 
Vetivert 
ee Ee ..-- 17.10G 
PE civcinennn ss .. 14.254 
SEE ete ce oc e (as wane 25.50@ 
Wintergreen, Southern 3.40@a 
PD -cccvkecteuenes 7.254 
IE. ccivacwanenens 8.00 
ES. -veasccnsccens 3.75@ 
Ylang Ylang, Bourbon 20.00@ 
DE ncencedenscwese 12.85 
TERPENELESS OILS 
ME sekce rv ctteecnnusnsds 3.00G 
PE. vscackinegaes 20.00G 
eer ee eer 80.004 
EE icvan riche ween eh 10.00 
DL sisiewss eer ennanas 60.00G 
Se i. cisseavesenanes 80.00G 
PE peesweeeenena 60.00 
CGS SWORE .cccccucces 110.00@ 
PUOUMNENE. occccnvcccces 13.00 
0 er ere 5.25@ 
SOOREMREME cc ccc cece ..-- 12.00@G 
DERIVATIVES AND CHEMI( 
Acetaldehyde 50% ....... 2.15@ 
Acetophenone .........-- 140@ 
Pe is © icccstevawes 1.95@ 
Tee ube oceees eee eens 12.50@ 
en idee codueee eoeeae 2.00G 
Ch. txkeonncedandeeewhs 13.85@ 
Gy Ee sbdaeceeen whe dates 2.75 
Ree Se BD ci savcvcus 9.00 
oP sakenceseveewaend 16.75@ 
Se Oe iniasansaeveeeueads 7.30@ 
Soe baveveunvvevreawet 18.60 
Gh Be. bi cascevercacvesecs 15.00@ 
C 14 (Peach so-called) 6.85@€ 
€ 16 (Strawberry 
so-called) 5.854 
DUNE: BONN. cccedenesxs 35d 
Amyl Batyrate .....0.0s: 1.00@ 
Amylecinnamic Aldehyde 2.054 
Amyl Formate .......... 1.004 
Amyl Phenylacetate ...... 3.75 
Amyl Propionate ........ 1.25a 
Amyl Salicylate ......... 0a 
Amyl Valerinate ........ 1.95 
DOE nacaaeusae 1.004 
Anisic Aldehyde 2.15@ 
Anisyl Acetate .......... 6.004 
Benzyl Acetate .......... 15@ 
Benzyl Alcohol ......... 15@ 
Benzyl Benzoate ........ 854 
Benzyl Butyrate ......... 1.75@ 
Benzyl Cinnamate ....... 3.75@ 
Benzyl Formate ......... 1.50@ 
Benzophenone ..... 1.800 
Benzyl-isoeugenol ...... 9.004 
Benzyl Propionate 1.604 
Benzyl Salicylate ........ 1.904 
Benzylidene Acetone 2.004 
Te 5.754 
Butyl Acetate, normal 144d 
Cinnamie Alcohol ....... 2.75a 
Cinnamic Aldehyde 1.254 
Cinnamyl Acetate ....... 3.75 
a 3.354 
oo” eee er L.75@ 
Citronellyl Acetate ...... 2.554 
Citronellyl Butyrate 5.504 
PE isvcc deense cnc 3.004 
Cuminie Aldehyde ...... 3.854 
RE ent e sine awae ens 2.854 
Diethylphthalate ......... A5a 
Dimethyl Anthranilate ...  5.75@ 
Diphenyl Methane ...... 1.15a 
Diphenyl Oxide ......... 604 
Ethyl Acetate ........... 304 
Ethyl Benzoate .......... 854 
Ethyl Butyrate ..... aa 
Ethyl Capronate ........ 2.404 
Ethyl Cinnamate ........ 2.754 
Ethyl Formate .......... 104 
Ethyl phenylacetate ..... 1.20@ 
Ethyl Propionate ........ 04 
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15.00 
14.00 
9.15 
6.40 
32.50 
Nom’. 


3.60 
29.00 
90.00 
14.25 
70.00 
90.00 
62.00 
135.00 
14.65 
6.10 
14,30 


‘ALS 
2.54 
1.80 
2.25 
13.00 
2.30 
14,50 
3.50 
11.00 
17.10 


(etd 
20.00 
15.75 
7.50 


7ow 


ho to te 





Ethyl Salicylate ........ 1.85@ 
Ethyl Vanillin .......... 6.75@ 
DINE. ccceeeecdccees 1.50@ 
PEED, “davatasuacuastes 2.35@ 
Geranoil, dom. ......... 15@ 
Geranyl Acetate ......... 1.35@ 
Geranyl Butyrate ........ 1.00@ 
Geranyl Formate ........ 1.504 
Geranyl valerianate ..... 6.00@ 
Guaiac Wood Acetate .... 4.65@ 
Heliotropin, dom, ...... 3.40a 
Hydrotropic Aldehyde 5.90@ 
Hydroxycitronellal ...... 5.404 
OOD eee 19.00@ 
Iso-borneol ............. 1.654 
Iso-butyl Acetate ........ 85a 
Iso-butyl Benzoate ...... 1.65@ 
Iso-butyl Salicylate ..... 2.15@ 
Iso-eugenol ............. 1.10@ 
DD iccrcanaWawawes 2.10@ 
REE don Gieceukaveex 5.40@ 
Linalyl, Acetate 92% 6.004 
TE wuaeheneecutaneune 5.75@ 
Linalyl Benzoate ........ 18.504 
Linalyl Formate ........ 11.90@ 
Linalyl Propionate 12.00@ 
Menthol 
Brazilian ........ 5.654 
PED  cicineucnennte 7.50@ 
Synthetic, racemic 41.95 
DE. cuesiuduacuwanda 5.25@ 
Methyl Anthranilate ..... 2.40G 


Methyl Anthranilate extra 
Methyl Benzoate 
Methyl Cinnamate 





Methyl Heptenone ....... 5.20@ 
Methyl Heptine Carbonate 35.00@ 
Methyl Naphthyl Ketone 3.854 
Methyl Phenylacetate 1.10@ 
Methyl Salicylate ........ 8a 
Musk Ambrette ......... 5.15@ 
I tet et west g eds 5.35@ 
BOE vbwaniinas ; 140@ 
Neroline (ethyl ether) 2.504 
Octyl Isobutyrate ....... 41.954 
Paracresyl Acetate ...... 2.204 
Paracresyl Methyl Ether 2.10@ 
Paracresyl Phenylacetate 1.604 
Phenylacetaldehyde 50% 2.75@ 
rrr 4.10@ 
Phenylacetic Acid ....... 1.65@ 
Phenylethyl Acetate ..... 1.604 
Phenylethyl Alcohol 1.654 
Phenylethyl Butyrate 1.20@ 
Phenylethyl Propionate 3.40 
Phenylethyl Salicylate 1.354 
Phenylethyl Valerianate 5.804 
Phenylpropyl Acetate 3.304 
Phenylpropyl Alcohol 2.70@ 
WE acGi we datacase ese 804 
| re 2.654 
Styrolyl Acetate ......... 1.75 
Thymol, crystals ........ 3.00@ 
Vanillin, eugenol ....... 6.504 
CGMMNGE “cciccuvenaces 3.004 
RN eawedddneenecans 3.004 
Vetiver Acetate ......... 17.504 
Violet Ketone Alpha .... 9.904 
Yara Yara (Methyl ether) 2.354 
BEANS 
Vanilla beans 
DEL Vat dedeiswi wens 5.504 
Mexican, cut .......... 5.354 
Mexican, whole ...... 5.904 
WEE Vibscatanns euudeds 1.004 
Tonka Beans Surinam 1.05@ 
IRs eit aaas i secs: 1.654 


SUNDRIES AND DRUGS 


ROGUE. csuaddktecéncnns 1044 
Ambergris, ounce ....... 8.004 
Balsam, Copaiba ........ 854 
Camedia fir, gal. .......... 31.00@ 

ESS ee 1.25@ 
Beeswax, bleached. pure 

Bre We ea he ieh 6 aide <-c 104 
Yellow, refined ......... 5G 


19.50 
1.80 
1.50 
1.85 
3.00 
4.85 
2.80 
6.25 
6.75 
6.10 

20.00 

12.85 

13.80 

5.70 

7.60 

5.10 

5.35 

2.65 

3.10 

1.25 

2.25 

5.85 

40.00 
4.10 
1.75 

.65 
5.30 
5.60 
1.65 
2.80 


3.40 


0 





Bismuth, subnitrate 2.65@ 
Borax, crystals, carlot ton 67.25@ 
Boric Acid pwd. U.S. P., 


thalk, precip. bags, clts .. .027%,@ 


therry Laurel Water, jug, 


MUNN succdacdccccccaeves 129.25@ 
Calcium, Phosphate ..... O7%4@ 

Phosphate, tri-basic 07%@ 
Camphor, pwd., domestic 27a 
Castoreum, nat., cans 7.25@ 
Cetyl, Alcohol, extra .78@ 
( 
( 


MO atte dkuwsudacda dune 1.25@ 
Citric Acid Anhydrous 28344 
ee a ey ae 6.504 
Cocoa butter ............ 74a 
Cyclohexanol (Hexalin) 341444 
Dextrine, white, ewt. 8.53a 
Fuller’s Earth, Mines ton . 27.00G 
Gree Gs F. cccscccce. Al@ 
Soap Lye, crude ........ 244 
Gum Arabic, white pwd... A0@ 

NE Uccrdeacccténes jA34@ 
Gum Benzoin, Siam ..... 3.504 

PE Secdecnneudaas 38a 
Gum Galbanum ........ 804 
Gum karaya, pwd. ....... 18a 
Cele BRN eeecisksaees 38a 
RE WS cicadaccaace 22a 
Ps cdcavcdavncucads 05@ 
RA i dards dxedewnes 1.00@ 
Lanolin, cosmetic ....... 38144 

ROB cd ceadcanves 36a 
Magnesium, carbonate ALYA@ 

DEED Sie caescewoun’ 38a 
Musk, ounce ........... 65.004 
Olibanum, tears ......... 20@ 

| 16a 
Orange Flower Water, 

Ma ccasvannceyccenes cs 1.75a 
Orris Root, Italian ....... 23a 


Paraffin, fully ref. 122-124 .077%,@ 
Peroxide (hydrogen U. S. P.) 


PNA. Kacdwawescigncds* 0354a 
Petrolatum, snow white .. .063,@ 
CUO TINIE da venceee wes L.10@ 
Ree SE SSS owvawceus 16a 
Rose Flower, pale ...... 654 
Rose Water, jug (gal.) 1.254 
Rosin, M. per ewt. ...... 8.504 
Salicylic Acid U&P ...... A8G 
Saponin No. 1 .......... 2.754 
Silicate, 40° drums, works. 

wt ere 1.70@ 


Sodium Carb. 
58% light, 100 pounds . 2.75@ 
Hydroxide, 76% solid, 


100 pounds ......... 1.80 
eo eT ere 29 
Styrax Asiatic ........... 72 
Tartarie Acid (250 Ib. 

GN inde evededieun 37a 
Tragacanth, No. 1 ....... 2.754a 
Triethanolamine ........ 264a 
Zine stearate, U.S.P. ..... 37a 

Cne, USS seccscics 1654 


OILS AND FATS 
Castor, refined, drums 23440 
Coconut, crude, Atlantic 


weets, (GGRG ........5. 164 

Refined, drums ........ 231444 
Corn, crude, Midwest, 

Ne Raa oa aalannee 4a 


Corn Oil, refined, tanks 
Cottonseed, crude tanks .. 131444 


Grease, white ........... 64a 
Lewd, Chieage .....2.... 20%4,4 
Lard, Oil, common. 

Oe eee 1044 
Olive, edible (gal.) ...... 2.654 
Peanut, crude, tanks ....  .22@ 
Red Oil, single distilled 

GD iwitacsaceseesus 12344 

Double distilled ...... 54a 
Stearic Acid 

Triple Pressed ........ 14a 

Double Pressed ....... 1144 
Tallow, acidless, drums ..  .11@ 
Re GIR 1 06esandeeas 04444 


October, 





91.75 


153.75 
08% 
08 
59 
17.00 
80 
03 


Nom’. 
10.00 
7414 

35 
8.68 
30.00 
ALY, 
24Y, 
A5 


43 
Nom’. 
aa 


«J 


4.90 
0 
18 


Al 
3.20 
271 


4 


Nom'l. 


23%, 



















The most useful Reference work 
available today ! 


THE 
HANDBOOK OF 
SOLVENTS 


By Leopold Schefian, Ph. D. 
and Morris Jacobs, Ph. D. 


on Solvents 


727 pp., 7 x 10, 17 illus., $10.25 


The properties, uses, action and technology of sol- 
vents are covered in this comprehensive hand- 
book. Two major sections: 1. Covers theoretical 
aspects and practical attributes of solvents such 
as solvent action, solvent power, evaporation and 
evaporation rates and limits of inflammability. 
Discusses in detail solvent recovery, stresses safe 
practices; 2, The physical constants of over 2,700 
liquid compounds are tabulated. Arrangement 
such that you can compare, at a glance, the so- 
constants with the commercial 


called literature 


constants of each solvent. $10.25 postpaid. 


When ordering, 
send check or money order to 


FOR 


Metal Caps and 
Closures of all kinds 


TRY 


AMERICAN 
ASSOCIATES 


MFG. CORP. 


Formerly 


BRASS GOODS MFG. CORP. 


DEEP RIVER, 
CONN. 


Write for Samples 
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Other useful books... 


SOAPS AND DETERGENTS 


John W. McCutcheon, M.A., F.C.LI.C. ......511 pp., 66 illus., $9.25 


A practical volume for the practical soap maker. Synthetic detergents thoroughly discussed. 
Tabulates 250 surface active agents, their classification, trade names, manufacturers 
and application in the soap industry. Covers continuous soap making processes, soap 
perfuming and coloring, equipment, processes and methods. Up-to-date, authoritative. 
$9.25 postpaid. 


PERFUMES, COSMETICS AND SOAPS, VOL. II 


By William A. Poucher ... 426 pp., $10.25 


VOL. li—Production, Manufacture and Application of Perfumes of All Types. Covers in 
full the methods of production of perfumes, their chemistry, odor analysis, selection for 
various purposes, and compounding from various materials. Complete monographs ex- 
plain all the floral perfumes, giving the botanical varieties, the odor classification, the 
chemical composition, practical suggestions for compounding, and the best ingredients. 
Additional chapters give many new formulas for fancy perfumes and toilet waters. $10.25 
postpaid. 


MODERN COSMETICOLOGY 


By Ralph G. Henry ... 514 pp., $12.25 


Partial contents: Emulsions, Cleansing Creams, Milks and Lotions, Acid Creams, Face 
Packs and Masks, Mud Creams, Vanishing Creams, Powder Creams, Lubricating Creams, 
Astringents and Skin Tonics. Lipstick, Make-up. Face Powders. Sunburn and Suntan 
Preparations. Deodorants. Depilatories. Antioxidants. Bath Preparations. Bath Oils and 
Emulsions. Foam Baths. Hand Creams and Lotions, Dental Preparations. Mouthwashes. 
Shaving Preparations. Hair Tonics and Lotions. Hair Creams and Fixatives, Permanent 
Waving Solutions. Hair Setting Lotions and Hair Lacquers. Hair Shampoos and Soapless 
Detergents. Manicure Preparations. Eye Lotions. Baby Preparations. Foot Preparations. 
Insect-Bite Preparations. Humectants. Acne Preparations. Coloring of Cosmetic and Toilet 
Preparations. $12.25 postpaid. 


By E. G. Themssen, Ph. D. and 


Moore Publishing Co., Book Dept., 48 West 38th St., New York 18,N.Y. 





FIFTH AVENUE 
PROTECTIVE ASSOCIATION 


142 Lexington Ave. Our Own Building 





New York 16, N. Y. 
* 


Representing over 300 ‘National Organizations” 
Finally Responsible 
Personal Collections 
A “Free Demand” that collects 
“48 YEARS YOUNG” 








3 Originators and Manvfacturers of 
te MINIATURE BOTTLES and VIALS 
5 with interchangeable screw stoppers 


in assorted colors 
Tt SPECIAL GLASS PRODUCTS CO. 
Eee 10 W. 33 St. New York 1, N. Y. 





Miniature Perfume Bottles” 
from % dram to % oz. 


HANDMADE GLASS NOVELTIES 
MINIATURE GLASS FUNNELS 
SPECIAL ORDER WORK | 


KENBURY GLASS WORKS 
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CLASSIFIED ADVERTISEMENTS 


Rates per lime, per insertion: Business Opportunities, $1.00; Situations Wanted 
and Help Wanted, S0c. Please send check with copy. 


BUSINESS OPPORTUNITIES 


ESSENTIAL OIL DISTILLERS, ESTABLISHED IN LONDON 


FOR 30 YEARS, WORLD-WIDE CONNECTIONS, INVITE EN. | 


oe on FROM USERS OR IMPORTERS OF FINEST ESSEN. 
IAL OILS, AROMATICS, FLAVORS, PERFUME BASES AND 


BY-PRODUCTS. WRITE J. L. HINDLE, STANDARD SYNTHE. | 
TICS LTD. 76 GLENTHAM ROAD, LONDON, S.W. 13 ENG- 


LAND. 


WANTED: A good used Viscolizer or homogenizer. Give make, 
size, condition and price. Box 2975, The American Perfumer, 
48 West 38th Street, New York 18, N. Y. 


Experienced, long established Fragrance Creator offers exclusive 
formulas for compounds being used in perfumery and cosmetics 
to raw material and perfume manufacturers. Francois Harlan, 13, 
Rue Carle Hebert, Courbevoie (Seine), France. 


HELP WANTED 


FLAVORIST: THOROUGHLY EXPERIENCED FOR PRODUC- 
TION QUALITY FLAVOR LINE. Unusual opportunity for 
rapid growth in expanding business. Send resume in complete 
confidence. Write Box 3015, American Perfumer, 48 W. 38 St., 
New York 18, N. Y. 


SITUATIONS WANTED 


PACKAGING CONSULTANT—Top Notch Designer with eminent 


record offers his services to manufacturers, especially those whose | 


products need a new look. Reply to Box 3016, American Perfumer, 
48 W. 38 St., New York 18, N. Y. 


Young, ambitious sales specialist, experienced domestic, foreign 
sales, essential oils, aromatic chemicals; able correspondent 
French, Spanish; experience dealing with agents and consumer 
trade seeks position in perfume or raw material line. Write 
Box 2957, American Perfumer, 48 W. 38 Street, New York, N. Y. 


ALBERT B. PACINI, Sc.D. 
Cosmetic Consultant 


Processes Products 
208 N. Maple Ave., East Orange, N. J. 
Tel.: ORANGE 2-7806 





GEORGE W. PEGG Ph. C. 
Consulting Chemist 
MEDICINALS COSMETICS 


Specialising in Labeling and Advertising 
te meet Federal and State Regulations 


Appointments promptly arranged 
57 Fourth Ave. Telephone ORenge 3-9007 East Orange, N. J. 
















& Essential Oil Review 










PROFESSIONAL SERVICE 


“L’ ART de la PARFUMERIE par EXCELLENCE” 
And its Applications to the Industry 


DR. JEAN JACQUES MARTINAT 


PERFUMER-CHEMIST CONSULTANT 


Perfumes 
Cosmetics 
Toslet Articles 
Soaps 

Flavors 


Creations of Highly Original Perfumes 
Duplications of Most Difficult Fragrances 
Unique Kind of Professional Services. 


333 WEST 52ND STREET, NEW YORK 19, N. Y. 


Kindly inquire TEL. PLAZA 7-3861 





Specialists in analysis 
cosmetics, essential oils, drugs 
Ask for Estimates—Quotations—No obligation 

Labs: 16 East 34th St. 


New York 16, N.Y. 
Telephone Murray Hill 3-6368 


Sal P. ult éx Rusby, .* 


analytical, consulting, research chemists 
Established 1921 






OUR CHEMICAL CONSULTANTS CAN HELP YOU 
in Cosmetic Formulation and Improvement 









We likewise serve in Packaging Problems . . . Perme- 
ability and Dermatological studies . . . Organoleptic Panel 
Tests on Taste, Odor, Flavor Evaluation. 


Write Today FOSTER D. SNELL 
for Booklet No.3 aa eT mV mall alas 


de J ae St New YorR ILNY 


MAL 
GT NIe Ma NTC 








“The Chemical 
Consultant and 
Your Business” 












J. B. STRAYGOLD ASSOCIATES 
GRAMERCY-7-8406 
48 East Ist Street New York 3, N. Y. 


CONSULTANTS ON @ PRODUCTION e EQUIPMENT e PACKAGING 


Complete plant set up on production, packaging and layout 
of equipment on your specifications of plant. 













Carl N. Andersen, PhD 


Consulting Chemist 
Cosmetics, Soaps and Synthetic Detergents 


342 Madisen Ave., New York 17, N.Y. 
Phone: Vanderbilt 6-0492 


Laboratory: Briarcliff Manor, N.Y 
Phone: Briarcliff 6-1550 


LEBERCO LABORATORIES 


Irritation Studies—Sensitivity Tests 
Toxicity and Safety Tests on 
Shampoos—Cold Wave Lotions—aAll Cosmetics 
Pharmaceutical and Cosmetic Research 
Hormone Assays—Bacteriological Studies 

127 HAWTHORNE ST., ROSELLE PARK, N. J. 
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Aceto Chemical Co., Ine. 
American Aromatics, Ine. 
American Associates Mfg. Corp. 
American Cholesterol Products, 

Inc. 288, 304 
Aromatic Products, Inc. .. 300, Sampler 
Asociacion de Productores de 
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Atlas Powder Co. 
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Sluys Rockford, Inc. .......... Sampler 

Soe, Power Oi, Bs ccecccvccnseons . 
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Special Glass Products Co. ......... 5 
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Stassal Co. 

Sunkist Growers 
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Iennessee Eastman Co. 

Toilet Goods Association, Inc. 
Tombarel Freres 
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‘“‘MAXIMAROME”’ 


Established 1830 


ai 
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CAMILLI, ALBERT & LALOUE, INC. 


Jasmin 


Cable address: Maximarome 
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